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JOHN BULL continues its leadership in weekly journalism and, in its new presentation, 
is reaping rich rewards. Steadily its first-class fiction and articles are building up to 
higher levels in family audiences—men and women among the better-off wage earner 
classes who love good reading. The latest A.B.C. figure—1,029,069 — shows the 
upward trend—and current sales are well ahead of this figure. 

Any paper that shows such progress in these competitive days clearly has the grip, 
influence and vitality which you need as a vehicle for your message. These qualities 
combined with the low rate of 17-°1s. per page monotone per thousand A.B.C. 
make JOHN BULL an essential part of every campaign aimed at the mass market. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98 LONG ACRE, LONDON, W.C.2. 
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LIMITED 


Printers seeking 
a fair return 


Sirn,—We were very interested 
to read Brian Hilton's article, “A 
buyer’s view of printers’ costing” 
(March 12). 

Of course, there is bound to be 
a wide variation in printers’ 
prices depending upon the service 
they lay themselves out to give 
and on the size and range ol their 
machines, as well as the class 
of labour employed, 

In our own case we keep a 
specialised copy, layout and art 
department at the service of our 
customers to ensure that they can 
get the best from their printed 
matter if they want it that way. 
Consequently, our overhead 1s 
higher than that of a printer of 
comparable size who does not 
give such service. 

With regard to size of machine 
it could happen that one printer 
out of those quoting has a 
machine that is the ideal size for 
the job in mind and as all 
machines are charged per hour 
on their size, the man who has 
the press of the right size has 
the edge on the others who 
would be forced to put the job 
on a larger machine at a higher 
rate per hour. 

Over the matter of quality of 
labour, there are minimum union 
rates per hour but a first-class 
craftsman will not (and need not) 
work for these rates. Printers 
who take a pride in their work 
and want to give their customers 
good printing as against the 

“winkle-bag” variety, employ the 
best craftsman. 

Printers also have to contend 


IN THIS ISSUE— 
Copytaster writes about knocking 
copy—page 542. 

NEXT WEEK: A food manufac- 
turer’s packaging design  pro- 
gramme will be described. 


To The Editor.. 


with buyers who look merely at 
price and not at quality and 
specification. 

There is only one way to obtain 
a fair comparison and that is for 
the print buyer to obtain esti- 
mates from not more than three 
printers, all of whom give equal 
quality and service and then 
accept the middle price. 

But best of all is to find a 
printer who will give you good 
printing, good service, an intel- 
ligent interpretation of your 
needs. Take him fully into your 
confidence as to what the job will 
stand, for he can save you money 
if he knows what you are aiming 
at, and then stick to him. You 
never know when you might be 
in trouble and want him to move 
heaven and earth to get you out. 
If he has got to supply at cut- 
throat prices all the time he 
won't have much margin to give 
you miracle service when you 
really need it. 

Remember—no printer is out 
to “catch you”—all he wants is 
a fair return for his skill and 
investment, 

F. PHILLIPS. 
Managing Director, 
Frederick Phillips & 
Partners Ltd. 


Puir wee laddie 

Sir,—I am glad to see that 
there has been at least a little 
support for Oxo’s “puir wee 
laddie 

In the early 1930's Oxo put 
out a series of 16 sheets linking 
famous characters with the 
kitchen—something on the lines 
of “King Alfred watched the 
cakes burn, but Oxo helps in the 
kitchen.” I was young and lack- 
ing ia experience, and I not only 
thought that this series was 
atrocious, | even went so far as 
lo voice my disapproval loudly 
and often. To my horror | 
found that “the man in the 
street” liked the posters and 
eagerly looked forward to the 
next edition, and the more I cried 
out against them, the more ] 
heard in their support from the 
very people at whom the mes- 
sages were aimed. 

1 am 20 years older, and I 
know now that advertising can 
be too clever, so let me be one 
ot the first to defend the “puir 
wee laddie” even if 1 cannot offer 
him a grand welcome. 


K. C. KENYON. 


Dunlop Rubber Co., Ltd., 
Fort Dunlop. 


Backing up the 
Frujade salesmen 
Sir,—The “Frujade” exercise 

has shown us how a number otf 
eminent men would spend many 
thousands of pounds on behalf of 
a tairly wealthy organisation 
(empioying 40 representatives on 
nation-wide coverage) to intro- 
duce a novel form of drink 
tablet. 

Please can we have a new exer- 
cise designed to show how the 
Same eminent gentlemen would 
spend initially £500 on behalf of 
the inventor of Frujade, to back 
up the efforts of his single sales- 
man now working very hard to 
introduce this briiliant speciality 
to the grocers, chemists, sweet- 
shops and stores in, say, the 
country of Leicestershire? 

It is understood that all of the 
net profits from Frujade, for the 
first five years, will be divided 
equally between advertising and 
production facilities, 

JONAYCH. 

(Name and address supplied.) 
(“Jonaych" should refresh * 

memory by re-reading R. 
Caplin's opening article (October ry 
1952). dt was then stated that a 
team of 25 (not 40) representatives 
would tour the country offering an 
introductory bonus to all retailers 
displaying Frujade in their windows 
during the fortnight after the launch- 
ing of the national advertising cam- 
paign. They would also carry 
portfolios giving full information 
about the advertising. As _ the 
Frujade series concerns the ‘‘adver- 
tising’’ campaign, other aspects of 
marketing are, in detail, outside its 
scope, though their importance is 
fully recognised. The assumption in 
our correspondent’s last paragraph 
is completely baseless. Nothing of 
the kind has ever been written. 
“Profiis” have not been mentioned. 
What was stated was that the initial 
appropriation must cover all space 
costs and “‘‘advertising production” 
costs.—Editor.) 


IIPA examinations 


Sirk,—Y our fine series of articles 
on education for advertising will 
set a great many of us thinking, 
and ijt is inevitable that thoughts 
outside the scope of your writings 
will pop up, and that many of us 
will start to express them. 

It seems a great pity that the 
1.1.P.A. examinations are not held 
say, twice yearly. These examina- 
tions are tough, and _ the 
examiners ruthless. I estimate 
from my own experience that one 
must be 85-90 per cent correct to 
gain a pass. A slip-up in one 
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COMPLETE NATIONAL SERVICE 
LONDON MANCHESTER 

73 Grosvenor St., W.1. 20 St. Ann’s Square 
Grosvenor 8228 Blackfriars 9786 


question on each paper and one 
has to wait a full twelve months 
before the precious chance comes 
round again. 

I venture to say that some 
students will find their failure to 
pass quite baffling. And they will 
remain baffled, as no indication 
is given of their weakness-in- 
subject by the Institute or any 
guidance as to their future stu- 
dies. Would it not be possible to 
issue to each student a simple 
Statement containing the percen- 
tage of marks achieved and list- 
ing the questions failed? 

COPYWRITER. 

(Name and address supplied.) 


The strength of 
trade papers 


Sir,—It may be that my letter 
(March 5) contained “mistake 
arguments”—but certainly not the 
ones Douglas N. Pyecroft jm- 
puted to me in his letter published 
last week. 

I specifically stated: “a worth- 
while trade paper must be able 
te provide truthful circulation 
facts and figures”; I did not say 
that I believed space buyers to 
be “stupid” or “incapable.” I 
expressed the opinion that many 
advertising agents seem to be un- 
aware that there is more to the 
circulation strength of a trade 
paper than mere facts and figures 
in themselves will show. A 
knowledge of the trade served by 
the paper is perhaps even more 
important in assessing the 
strength of that paper. 

TRADE PAPER PUBLISHER. 


(Name and address supplied.) 


Test it 
Sir,—-When _— substances _ like 
chlorophy]! are introduced, 


should the Advertising Associa- 
tion not first have them tested by 
commercially disinterested scien- 
tists? 

Goprrey McEwan. 
Station Road, N.11. 


GUL.5595-6-7 


Ct Shankland Lid 


POINT OF SALE DISPLAY -STOVE ENAMELLED SIGNS 


FINE QUALITY SILK SCREEN PRINTING 
GRAFTON WORKS, GRAFTON ROAD, LONDON, N.W.5 
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The best 


advertisement position for 
holding forth to 
Top Management 


FRONT PAGE SOLUS (8in. d.c. £144) IN 
THE FINANCIAL TIMES 


ADVERTISER'S WEEKLY 


Some of the advertisers who have taken the chair’ on {the front] page since 
this position was created at the beginning of the year are: 


Cc. C. WAKEFIELD & CO. LTD COVENTRY CLIMAX ENGINES LTD 
JOHN LAING & SON LTD J. GLIKSTEN & SON LTD 
BOUCHARD AINE LTD HARRODS LTD 
THE DAIMLER CO. LTD BABCOCK & WILCOX LTD 
SHELL PETROL BELLS ASBESTOS & ENGINEERING LTD 
THE INDIA TYRE & RUBBER CO B. P. PETROL 
VACUUM OIL CO. LTD SANKEY-SHELDON LTD 
WOLSELEY MOTORS REGENT PETROL 
HILLIER, PARKER, MAY & ROWDEN CANNON IRON FOUNDRIES LTD 
TAYLOR WOODROW LTD , ALBRIGHT & WILSON LTD 
SIR LINDSAY PARKiNSON & CO. LTD LOTUS LTD 
VICKERS-ARMSTRONGS LTD BRITISH TIMKEN LTD 
IMPERIAL CHEMICAL INDUSTRIES LTD DUPORT FOUNDRIES LTD 


NATIONAL BENZOLE CO, LTD 


Advertisers wishing to occupy this position in the second half of the year 
are invited to make early application. The number of spaces available is 
diminishing fairly quickly. No apology is needed for talking shop in 
THE FINANCIAL TIMES; indeed, if you do not, there is something wrong. 
And think of the people you are talking to! 


THE FINANCIAL TIMES 


for advertising under the eye of Top Management 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER, 72 COLEMAN STREET, LONDON E.C.2 
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“ An issue 
NO National Advertiser 
should miss!... 


F 


DATED JUNE I5th.~ ON SALE JUNE 8th. 


fF ‘al 4 
ONS LTD., 114 FLEET ST.. LONDON, E.C.4. CENTRAL 757} 
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Sparkle and Vitality! 
Verve and Pace! 
Plus a flair for 
selling to women! 
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Sparkle and Vitality! 
Verve and Pace! 
Plus a flair for 
selling to women! 


AA’s investigation department will study 
latest evidence on | 


chlorophyll claims 


MPHE following statement on the advertising of chlorophyll 
products has been issued by Leslie E. Room, director- 
general of the Advertising Association : 
We recognise that this is a controversial subject at this 
stage and that medical opinion is divided. It is the intention 
of the A.L.D. to do everything possible to clarify the 


Sponsored TV 
relay firm 
is formed 


Terms of registration of a 
new ¢ t y ed this 
week cover the relaying of 
sponsored television. 

Formed to operate existing 
relay concessions and operate 
and develop new ones, British 
Relay Wireless & Television 
Ltd. is to take over all or part 
of the capital of several exist- 
ing concerns. Among them is 
Link Sound & Vision Services, 
jointly owned by Pye Ltd. and 
Murphy Radio. 

Plans for the new company 
include capital of £875,000. 


What salesmen 
should read 


“Sales managers should study 

not merely read—at least two 
national newspapers every day, 
and most certainly the evening, 
local morning and weekly papers 
in the territories in which thes 
are particularly interested.” 

This advice was given by R. H. 
Penney, advertisement director, 
Northcliffe Newspapers Group. 
to Manchester branch of the In- 
corporated Sales Managers’ Asso- 
cation on Tuesday. 

He emphasised how the news 
could affect buying habits, and 
added : 

“The sales manager must stress 
upon the area sales manager and 
salesmen the great importance of 
local newspaper study—not just 
headline reading because, in the 
local newspaper to-night, there 
may be a big idea for greater 
sales tucked away at the bottom 
of column six on page four 
Moreover, te]! them not to ignore 
the classified pages What a 
store of local colour is to be 
found by the experienced eve 
studying these pages!” 


position. 


To that end the available evidence is now being 


studied and steps taken to obtain authoritative opinion as 


to the virtues of chlorophyll. 


This carefully-worded statement was drafted following 
discussions on chlorophyll at a meeting of the A.A. committee 
controlling the Advertisement Investigation Department. 


The committee, with Leslie W. 
Needham, director of advertising, 
Express group, in the chair, con 
sidered scientific reports on recent 
experiments seme of which chal 
lenged the claims made = for 
chlorophyll 

[his latest step taken by the 
Advertising Association in the 
chlorophyll controversy will 
revive interest in a proposal that 
the Association should set up a 
committee of experts to investi- 
gate scientifically claims made for 
newly-introduced substances of 
this kind before widespread ad 
vertising begins 

The establishment of such a 


body would be costly, and mem- 
bers of the Association would 
first have to make more funds 
available. 

It is undérstood that the scheme 
has powerful backing, but not all 
members of the A.A. approve 

One alternative would be to 
send substances out to three inde 
pendent analysts. 

There is no official indication 
of the steps which will be taken 
by the A.LD. to examine evidence 
about chlorophyll, but it 1s diffi- 
cult to see how any effective test 
of advertising claims can be made 
without calling in the chemists, 


Big cut for 
information 


services 


A cut of £308,000 in the esti- 
mates for the Central Office of 
Information will result in a 
general scaling down of home 
activities. 

The Civil Estimates published 
yesterday (Wednesday) give the 
following allocations in a total 
estimate of £1,381,000; 

Press advertising £470,200 de 
crease of £99 800) 


Publications £4,900 (£6,600 
down). 
Exhibitions £27,180 (£22,850 
down). 


Social surveys £41,980 (£42,520 
down). 
Films £161,630 (£5,370 down) 


Photographs £18280 (£6,220 
down). 
Salaries £557, 000 (£45,500 
down). 
Poster advertising £119,030 


(increase of £3,030) 


‘Newspaper World’ 


closed down 


Benn Brothers Ltd, announced 
last Thursday that that week's 
issue Of their trade journal News 
paper World would be the last 

Newspaper World was founded 
55 years ago 

See Comment page 540. 
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Commercial TV 
and the BBC’s 
‘dead hours’ 


Forty-six inquiries had been 
received about commercial tele 
vision licences and about 26 
relating to time for sponsored 
programmes, said Mr. L. D. 
Gammans, Assistant Postmaster 
General, in Parliament, 

Ness Edwards, a former Post 
master-General, raised the ques 
tion of the sale of the “dead 
hours” of the television trans 
mitters to commercial concerns 
and what proposals had been 
made in that connection. 

Mr. Gammans pointed out that 
the B.B.C. licence provided that 
the Corporation should not 
engage in commercial broadcast 
ing except with the consent of the 
Postmaster-General. That con 
sent had not been sought, 


“ 

ISAC comes to 

life again 

The Incorporated Society of 
Advertisement Consultants, oldest 
incorporated body in advertising, 
is to be revived in the interests 
of the independent consultant. 

Urging that this had now 
become desirable, Bertram Kent, 
the retiring president, proposed 
at a specially convened general 
meeting that G. Gordon Har- 
grave, a council member with an 
international reputation as a con 
sultant, should be elected presi 
dent. ‘This was unanimously 
agreed, 

Welcoming what he called a 
“realistic revival” of the LS.A.C 
Mr. Hargrave said there must be 
a very large number of practising 
consultants who would approve 
a live active body working all the 
while in their interests. He sug 
gested that functions should be 
held more frequently. 

Mr. Kent William IT. Moss, 
hon. secretary almost since the 
Society's inception, and C. J 
Rose, a council member for 
nearly 20 years, have been 
elected vice-presidents. Mr. Moss 
will be both hon. secretary and 
hon. treasurer until new appoint 
ments are made 


Printing improved 


by plastics 


In the current number of 
Plastics a process”) which ts 
designed to reduce “make-ready” 
costs in printing and to improve 
the standard of reproduction is 
described. In this process, a 
raised plastic facsimile of the 
printed page is made, with the 
depth of the plastic- varying in 
proportion to the amount of pres 
sure required Le. a Maximum in 
the deep blacks of half-tone work 

Temple Press Ltd, the pub 
lishers and printers of Plastics, 
are among the first to use this 
new method which originated in 
Switzerland. 
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Chief speaker at 


A.A’s Eastbourne 


Conference 


Reginald Maudling, M.P., 
Economic Secretary to the 
Treasury, and one of the most 
brilliant of the younger Ministers, 
has accepted an invitation to be 
the chief speaker at the opening 
session of the Conference of the 
Advertising Association to be 
held at Eastbourne, from Thurs- 
day, April 30, to Sunday, May 3. 

Mr. Maudling has been closely 
associated with Mr. R. A. Butler 
in developing the economic policy 
of the Government. He is a first- 
class economist, able to state his 
arguments persuasively and 
clearly. He will speak at the 
session at which “Advertising 
in the World of Affairs” will be 
the theme. 


Early registrations 


Registrations for the Confer- 
ence are going well, Response to 
the initial distribution of registra- 
tion forms has been stimulating, 
and though it is too early to be 
certain of the result, there is 
every indication that the Confer- 
ence will again attract a large 
and fully representative gathering 
of delegates. 

Among the first are: M. A. 
Abrams, Hugh TT. Appleton, 
J. W. E. Blanch, S. E. Carter, 
Mrs. Mollie Coglan, W. N. Cog- 
lan, W. J. Collins, Leon Good- 
man, Clifford J. Harrison, Francis 
Hollings, Edward H. Hull, A. 
Edward Jones, Harris Kamlish, 
E. A. Lever, Andrew Milne, E. 
Pearl, Brian F. MacCabe, Nor- 
man Moore, M. Napper, Richard 
Nelson, Alfred Pemberton, Miss 
Doris Richardson, W. Ewart 
Rumble, A. E. Sykes, Philip L. 
Stobo, L. F. Stinton and G. W. 
Woolley. 


| Print—past and 
future 


Charles H. Crook, managing 
director of Bendles Ltd., printers, 
Torquay, who was for many years 
advertisement manager of the 
Herald and Express, the Torquay 
evening paper, addressed 
local Historical Association on 
the history of printing. 

He also gave his audience a 
peep into the future develop- 
ments of printing with a descrip- 
tion of the onset electronographic 
press, and traced the invention 
and development of mechanical 
composing machines such as the 
Linotype, Intertype, Monotype 
and Ludlow machines down to 
the present day use of photo 
graphic composing installations. 


the - 
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Coronation ad. 
tributes to 
the Queen 


Advertisers who hope to intro- 
duce a patriotic note into their 
advertisements at the time of the 
Coronation are given’ useful 
advice in the News-Sheet of the 
Incorporated Society of British 
Advertisers. 

Sir Dudley Colles, Assistant 
Keeper of the Privy Purse, has 
ruled that, in this Coronation 
year, there is no objection to the 
insertion in the advertisement 
columns of newspapers and 
periodicals of tributes to The 
Queen on the following general 
lines: 

Published by John Smith & 

Co. as a tribute on the occasion 

of Her Majesty's Coronation. 

Such announcements may, if 
desired, be associated with a pic- 
ture of Her Majesty and could 
include expressions like “God 
Save The Queen,” “Long May 
She Reign,” etc. They should 
not make any unnecessary refer- 
ence to the commodities manu- 
factured or sold by the firm. 

Statements in advertisements to 
the effect that the XYZ Company 
are proud to be serving Her 
Majesty by supplying their pro- 
ducts, etc., are not encouraged. 


U.K. JOURNALS FOR CANADA FAIR 


To give the world’s buyers at 
the sixth Canadian International 
Trade Fair information about 
Britain’s products and services, 
leading U.K. publishers are com- 
bining to display no fewer than 
55 technical, trade, and specia- 
lised journals. 

These publishers, and the num- 
ber of journals they will exhibit, 
are: Associated Iliffe Press, 23; 
Temple Press, 13; Tothill Press, 
8; Machinery Publishing Co., 5; 
and Engineering, Machinery 
Lloyd, and the McGraw-Hill 
Publishing Co., 1 each. Iliffe are 
also exhibiting CABMA Register 
(Canadian Association of British 
Manufacturers and Agencies), the 
directory of British supply 
sources and their agents in 


Shareholders hear agents praised 


‘Our company has again bene- 
fited during the past year from 
our steady policy of advertising 
boldly and informatively on a 
large scale, both at home and 
overseas,” said John White, chair- 
man and managing director, at 
the annual meeting of John White 
Footwear Holdings Ltd. 

There was no doubt that year 
after year the firm had gained 
increasing public goodwill by this 
policy, and by the way it had 
been carried out, he said. The 
latest survey showed that, in the 
last six years the public’s recog- 
nition of the name John White 
applied to footwear had been 
doubled, 

Mr. White expressed his thanks 
to the advertising agents for their 


part in his company’s achieve- 
ments. 

(Advertising agents for John 
White footwear are G. S. Royds 
Ltd.) 


‘Best designs are 
best sellers’ 

“By some innate good sense 
the public knows what is right 
and proper, what is sound and 
what is ‘phoney,’ what is rubbish 
and what is genuine,” Peter 
Cuddon of Lewis's Ltd. told 
Manchester branch of the Design 
and Industries Association. 

That was why, given equal 
marketing facilities, the best 
designs were the best sellers. 


Canada. A U.K. representative 
will be in attendance at the stand. 
To be held at Toronto, June 
1—12, the sixth Fair will be the 
biggest in the history of the 
event. After the Canadian firms, 
who will occupy about 90,000 sq. 
ft. comes the United Kingdom, 
with about 56,000 sq. ft. The 
20 other countries exhibjting in- 
clude Ireland, U.S.A., France, 
Germany, India, Sweden, Nether- 
lands, Belgium, and Denmark. 


‘Church should 


advertise more’ 


“It is shortsighted and unimagina- 
tive of the church to scorn advertis- 
ing,” writes Father Augustine Hoey, 
an Anglican monk, in the official 
organ of the Community of the 
Resurrection. 

He states: “Publicity is a modern 
technique. On all sides we are beset 
by advertisements. They vie with 
one another in the periodical, the 
bus, the screen and the hoardings. 
They make a continual stream of 
suggestions ; that happiness is depen- 
dent on buying certain goods, self- 
confidence on the purchase of the 
newest cosmetic. But they are suc- 
cessful; any business man will tell 
you that it pays to advertise. The 
more provoking and colourful the 
visual advertisement, the more the 
sales go up.” 


J > 
Competitions 

The Daily Express is offering 
£2,000 in prizes each week until 
Easter in a hair-style judging com- 
petition, and a car worth £1,000 is 
being offered by the Daily Sketch in 
a picture judging and captioning 
competition. 
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Ironfoundries launching first 


Media research 


The Council of the Incorpor- | 


ated Society of British Advertisers 
has approved a recommendation 
from the executive that a re- 
search committee should be set 
up as one of the standing sub- 
committees of the Society. 

It is intended that it should be 
composed primarily of research 
officers of member firms experi- 
enced in approved techniques 
and competent to express 
opinions on surveys undertaken 
by media owners. 

The Society's 
states: 

“Advertisers will undoubtedly 
look more and more to the media 
research organisations to provide 
data that will help them to deter- 
mine the economic value not 
only of accustomed channels of 
advertising expenditure but of 
new media such as three-dimen- 
sional advertising films and 
commercial television, if and 
when it comes. <s 


Ads. cost under 
id. per gallon 


Petrol advertising represents 
“very much less than $d. of the 
cost per gallon,” according to an 
article in The Investors’ Chron- 
icle. 

Rebuking a Labour M.P., Miss 
Elaine Burton, who recently asked 
the Minister of Fuel and Power 
if he could not control current 
expenditure on advertising by 
reducing the price of branded 
petrols to the consumer, the 
article says: 

“Unfortunately, the Minister 
did not appear to have all the 
facts on hand when he replied 
that he did not contro! the price 
of branded petrol, for the actual 
position is that if all advertising 
were cut out completely, the price 
of petrol could not be reduced 
ipso facto.” 


News-Sheet 


on national scale 


The Council of Tronfoundry 
Associations is to embark on 
a National advertising cam- 
paign for the first time. Murray- 
Watson Ltd. have been ap- 
pointed to handle the scheme. 

Object of the campaign, which is 
of a prestige nature, is to tell 
industry of the merits of cast- 
iron, 

Spearhead of the campaign was a 
half-page advertisement in the 
Financial Times yesterday 
(Wednesday) tieing up with a 
feature article on iron foun- 
dries. A copy has been sent 
to all Association members 


In two stages 


Other newspapers which will be 


used will include the Daily 
Telegraph, Birmingham Post, 
Manchester Guardian, York 


shire Post, Glasgow Herald and 


Sunday Times. Technica! 
journals will also be used 
while posters, blotters and 


poster stamps are being distri- 
buted. 

The campaign, which has been 
divided into two stages, will 
run throughout the year. 

Larger spaces are expected to be 
used for the second stage which 
will start early next year. 


Freedom is essay 


theme 
“Public Relations and Free- 
dom” is the subject that has been 


chosen by a committee of the 
Institute of Public Relations for 
a prize essay. 

A prize of 25 guineas (pre- 
sented by the London Press 
Exchange) will be awarded for 
the best original  3.000-word 
essay on this subject by any 
member of the Institute. Entries 
have to reach the Institute by 
June 30 


Your last chance to win 
£25 in opinion poll 


This week-end is the last 
opportunity to enter the *‘Adver- 
tiser’s Weekly” Conference 
opinion poll competition. 

Closing date is Monday, March 
23, but for the benefit of entrants 
who complete their forms during 
the week-end, it has been decided 
that any entries received by first 
post on Tuesday, March 24, will 
be accepted. 

Object of the competition is 
to find out what kind of con- 
ferences advertising people really 
want. There are thus two good 
reasons for entering: 


To help the 
Association when 
organise 


Advertising 
it comes to 
future conferences; 


To win one of the prizes 
offered by ADVERTISER'S 
WEEKLY. 


First prize is £25. There are 
five other prizes of £5, and (for 
entrants under 30) ten free 
registrations for the Eastbourne 
Conference, or cash equivalent. 

Entry forms were published in 
ADVERTISER'S WEEKLY on Feb- 
ruary 5 and March 12. Additional! 


forms can be obtained from the 
Editor 


IRON 
CASTINGS 


One of the ads. which will be 
appearing in the national and 
technical press, in the first stage of 
the new campaign for the Council 


of lronfoundry Associations 


\DVERTISER’S WEEKLY 


campaign 


‘Eagle’ in 
Australia 


Hulton’s “Eagle” magazine 
is to be published in Australia 


by Advertiser Newspapers 
Ltd., publishers of the 
“Adelaide Advertiser” and 


“Adelaide Chronicle.” 

It will be printed and pub- 
lished from Adelaide and will 
have nation-wide distribution. 
The first issue in Australia is 
expected within a month or 
two, 

Most of the editorial fea- 
tures and strips of the English 
edition will be retained, but 
some will be replaced by 
Australian articles. Space will 
be available for Australian 
advertisers. 

Sir Lloyd Dumas, managing 
director and chairman of 
Advertiser Newspapers, is 
behind the venture. 

Although “Eagle” has been 
exported on a large scale this 
is the first time it has been 
published overseas. 


Wide range of merchandise to 
link with new Hulton comic 


Hulton Enterprises have ap 
proved a wide range of merchan 
dise in connection with the new 
magazine Robin which Hulton 
Press intend launching later this 
month. 

There are now 100 manutac 
turers in this country producing 
Eagle and Girl merchandise and 
many of these will soon be enter- 
ing the Robin field 

John B. Myers, head of Hulton 


Enterprises, said: “Most of the 
articles for children in the 2} to 
. years age group, to which 


Robin will appeal, are purchased 
by their mothers Nevertheless 
children, even at this early age, 
are able to indicate their prefer- 
ences.” 

It had been estimated that there 
were about three million children 
in this group. 

“A lot of toys will be produced, 
particularly those of the ‘cuddly’ 
variety and dolls. Robin caps 
will be manufactured as well as 
toddlers’ raincoats.” 

There was also plenty of scope 
now in the sweets field. 

Characteristics of Robin goods, 
he said, would be their charm 
and attractiveness. He instanced 
the case of a new line of jcans 
which would be marketed in sof! 
pastel shades. “We do not want 
to ape the extravagancies of 
American children,” he said 

The Robin scheme will operate 
on the same basis as that for 
Eagle and Girl. WHulton’s grant 
a licence and charge a five per 
cent royalty on the manufac- 
turer’s price to the wholesaler 


This shop window display has been 


created at the new London 
office and showroom of 
Showcard & Signs Co., Ltd., 
Molton Street, WA, 
can check how their showcards and 
signs compare with those of their 
competitors in every day conditions 


sales 
Acme 
9 South 
so that clients 


Big stores plan 
for Bristol 


Iwo big departmental stores are 
to be added to the rapidly expand- 
ing central shopping arca in Bristol 
Already nearly a dozen of the large 
retail chains have opened some of 
the most modern shops in the 
country. These are mostly in 
Broadmead 

Now plans are being developed 
for the erection of stores for Lewis's 
(who have previously not moved 
further south than Birmingham 
except for their Sclfridge’s enter- 
prise), and Jones & Co.. Ltd The 
buildings are expected to cost 
upwards of £1} million 
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ADVERTISER'S WEEKLY 


Club News 


Manchester 
jee ede te wl 


Ads. and the old 


masters 


Most of the great artists, Raphacl, 
Reubens and others, were really 
commissioned to do a form of ad- 
verusing—-to fill men with the right 
kind of emotion, Alan Jarvis, indus- 
trial psychologist and first director 
of public relations to the Council 
of Industrial Design, told Manches- 
ter Publicity Association, 

“Advertising firms ask the artist 
to set up emotions which will make 
people desire something and go out 
and buy it,” Mr. Jarvis added. “The 
job is the same. You are creating 
things which will make people feel 
certain emotions Your art 1s 
deliberately calculated to produce a 
desired effect.” 


Coronation lunch 


Arising from suggestions made by 
1). Buckland-Smith, the Manchester 
Publicity Association is to organise 
a Coronation lunch immediately 
following Coronation day. It ts 
also hoped to arrange a colour film 
show for members. 

Ald. J. Bleakley has invited the 
Association to help with arranging 
an exhibition of — prize-winning 
posters in the international poster 
design competition. It has been 
agreed to support the idea. 


Dublin 


Economy and the 


choice of media 


F. Padbury told the Advertising- 
Press Club in) Dublin, that the 
most economical medium for adver- 
tising a commodity which was 
bought by the masses, was nearly 
always the large circulation news- 
paper. 

He referred to the sponsored 
programmes now being featured by 
Radio bireann, and said that while 
radio might be an excetlent supple- 
mentary medium, there should be a 
main press advertising campaign 
run oin- conjunction with nt to 
achieve results, 


Leeds 
Water cascade 


B. Murnaghan, manager of the 
Leeds office of Weldancon Signs 
Lid., showed his fellow-members of 
leeds Publicity Club a plan for an 
ituminated water cascade which has 
been accepted by Leeds Corpora- 
tion for use during the Coronation 
celebrations. 

It has automatic colour changing, 
and there are over 1,000 yards of 
electric cable used, he said, “so one 
can understand it being described 
as a real engineering job.” 


Bradford 
. . 
On jury service 
Members of Bradford Publicity 
Association formed a jury to hear 
a criminal case from the records of 
the speaker, Chief-Inspector P. 
Keep, of Bradford City Police. 
Having heard both sides, and an 
accoumt’ of the investigation, the 
jury were asked to. state their 
verdict. It was “Not guilty’’—the 
opposite to the verdict at the trial. 


Leicester 
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~The affinity of poetry 


and advertising 


Howard Wadman, creative 
controller at Greenlys Ltd., at a 
Leicester Publicity Club luncheon 
expanded his thesis first put for- 
ward in a “Frujade” article in 
“Advertiser's Weekly” that “ad- 
vertising has no business with 
lies, it is not greatly concerned 
with the truth, but it does have 
a marked affinity with poetry.” 

The literal truth about many of 
the things we advertised was plain 
and unvarnished, but most good and 
honest articles had a “‘poetry’’ which 
it was the job of advertising to dis- 
cover and exploit, he said. 

Mr. Wadman quoted some amus 
ing examples of the poctry of per- 
fume, shoes and cough mixture, and 
claimed that advertising should do 
for quite ordinary things what the 
Paris couturiers do for dress. 

“Really, what we have to do is 
to create good contemporary 
myths,” he said. “A myth is the 
embodiment of some — universal 
truth, desire or experience, and the 
greatest tribute a brand name could 
have is when it comes to embody 
some desired quality. In this sense 
Guinness, Rolls Royce, Jacger, 
Parker, Kodak, Aga are the myths 
of our time. They exist as ideas in 
the mind and they give to airy noth- 
ings a local habitation and a name.” 

Poetry had been defined = as 
“memorable speech."’ There lay its 
affinity with advertising. But just 
aS poetry was the most disciplined, 
economical and difficult form = of 
writing, so was it far from easy to 
find the unique image, and project 
the peculiar and universally com- 
prehendable essence of a product. 

Mr. Wadman concluded by asking 
these questions: “Is your advertis- 
ing packed with reason-why? Does 
it put the fear of God into the 
reader? Is it addressed to the com- 
pletely adult mind? Then, if it is, 
there is probably a lot wrong with 
a 


Three oratory 


bouts soon 


The fate of six clubs in the 
National Public Speaking Contest 
will be decided in the next few days. 

On Tuesday Shefficld will be at 
home to Leeds at the Grand Hotel, 
Sheffield. On March 28, Notting 
ham will meet Birmingham, at the 
Grand Hotel, Birmingham. 

Venue of the London v. Regent 
bout has been altered from the 
Waldorf Hotel to the Hewitt- 
Murray Room, Royal Scottish Cor- 
poration, Fetter Lane (March 30). 


In brief... 


The education committee — of 
Sheffield Publicity Club is inviting 
the support of publicity clubs at 
Manchester, Leeds and Nottingham 
for a week-end course to be held 
in the vicinity of the Peak District. 
. . « Cartoonist Harry Thackray, 
“Thack” of Yorkshire Evening Post, 
gave a talk to Leeds Club on “Car- 
toons and Cartoonists.” . . . The 
annual dinner and dance of the 
Delete Club will be held on Friday, 
April 17, at the Eccleston Hote}, 
Victoria, S.W.1. . . . The Television 
Toppers will appear in the cabaret 
of the Publicity Club of London 
Gala to be held at Grosvenor 
House on Friday of next week. 


| First Friday Club ; 
Hot pot on his 
birthday 


When the First Friday Club of 
Manchester decided to hold a real 
Lancashire Hot Pot they did not 
know that the day chosen was also 
the birthday of their chairman, 
Walter J. Harrop, managing director 
of Osborne-Peacock Co., Ltd. 

Mr. Harrop's health was proposed 

Harry L. Hardwick (Pratt & 
Co.), and the doyen of Northern 
advertising agents was accorded 
musical honours. 

A successful evening was largely 
due to the honorary secretary, Tom 
H. Harper (Osborne-Peacock), and 
compére F. E. B. Thomas (Star 
Process Engraving Co.), who pro- 
vided a first-class musical entertain- 
ment. 

The new committee is’ W. 
McMillan (Manchester Guardian), 
R. Highland Longdon (Westminster 
Press Provincial Newspapers) and 
FE. Sibbald (Mliffe Press). 


Women’s Club 


Sense of humour 


In a sparkling talk to th 
Women's Advertising Club of 
London, Pau! Jennings recounted 
many amusing stories and anec- 
dotes. He belicves that written 
humour is gaining more and more 
in prestige, and that, whereas there 
used to be separate types” of 
humour, these are now being fused 
and a universal sense of humour ts 
being developed. 


Liverpool 
Boosting Belle Vue 


D. Buckland-Smith, press and 
publicity manager of Belle Vue, 
Manchester, told the Liverpool and 
District Publicity Association that 
at peak periods as many as 2,500 
16 sheets, all with separate designs, 
were on display at one time for 
Belle Vue. Synchronising with them 
were 4-5,000 double crowns dis- 
played by bus and coach firms 
covering a sales ground of approxi- 
mately half a milion square miles 
According to the season, anything 
up to 150 newspapers, national and 
local, were also used. 
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ADVERTISING 
DIARY 


Friday, March 20. 

NCORPORATED ADVERTISIN 
MANAGERS’ ASSOCIATION annua 
dinner Café Royal 

PUBLICITY Cius or Nortu 
Wates Visit to the North Wales 
Paper Co., Lid... at Flint 

Monday, March 23. 

Pusticity Cius oF Lonpon. Rt 
Hon. L. S. Amery on “The Future 
of the Empire.” Waidorf Hotel 

Tuesday, March 24. 

REGENT ADVERTISING CLUB 
Garwood n Drawing for repro 
duction (educational lecture.) 

Thursday, March 26. 

Barris Direct Matt ADVERTIS 
ING AssoctaTION. G. V. Nye, pub- 
licity manager, Shell-Mex and BP 

on “Direct Mail Shots in the 
War.’ Shaftesbury Hotel, 
12340 om 
Friday, March 27, 

Puaticiry CLup oF 
gala Grosvenor 

Pusticity Ciurn or Worver- 
HAMPTON. Public Speaking contest 


John 


LONDON club 
House, 7 pm 


POU RTTEITIL LE 
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When PR service 


is of value 


Are P.R.O.'s really necessary? 
Ihis was the subject of discus- 
sion at a meeting organised by 
the North Eastern branch of the 
Institute of Public Relations in 
Leeds last week 

W. L. Andrews, editor of the 
Yorkshire Post, said that public 
relations had been defined as a 
deliberate, planned and sustained 
effort to establish and maintain 
mutual understanding between 
organisers, its members, and the 
public. As long as P.R.O.’s lived 
up to this definition, spread in- 
formation and were not parties 
to suppressing it, he thought they 


In addition to the formation of 
groups of the Institute of Public 
Relations with their own pro- 
gramme of activities at Leeds and 
Birmingham, proposals are in hane 
for another at Nottingham. Louis 
Pollock, information officer of the 
Nottingham City Corporation, 
hopes to arrange a meeting. 


were of value. He instanced the 
Army’s public relations service in 
Northern Command as “a very 
fine example of the success of 
the P.R.O. system.” 

County Alderman Sir Bertram 
Wilson, who presided, summed 
up a stimulating discussion by 
saying that he thought the 
general opinion was that P.R.O.'s 
were necessary and had a task to 
perform in the economy of the 
country. : 


Print v. paper 
rugby game 


A strong Fleet Street 
tion will, it is hoped, see the 


representa- 
Print 
match, in aid of 
the Printers’ Pension Corporation 
and the Stationers’ Social Benev- 
olent Society, at Richmond Athletic 
Ground next Wednesday (k.o. 4 
p.m.) 

Ihe print side consists of: A. M. 
McCroary (B.O.A.C.); wing, G. I 
Barnaby, a Cheshire county player 
(Osborne-Peacock Lid. Manches- 
ter); centres, J. P. Clayton (Kemsley 
Newspapers) and P. . Rippon 
(G,. S. Rippon, Ltd.); wing, M. J. 
Horton (G. S. Royds, Ltd.); out 
half, P. Shipsey (S. H. Benson, 
Ltd.); scrum half, B. Creaven 
(Lever Bros.); forwards, L. F. Bag- 
nall (Keliher, Hudson, Kearns), 
D. N. A. MceLure (Crossfields 
Lid.), B. Beddoes (Dalton's Weekly), 
J. Pearson (Argus Press), A. Race 
(Gale & Polden, Ltd.) J. T. Rat- 
cliffe (S. H. Benson, Ltd.), D. King 
(Amalgamated Press), and P. 
Stephens (Dail) Telegraph). 


v. Paper rugby 


To head carpet 
promotion council 


C. J. Johnson, managing director 
of the Chhidema Carpet Co.. Ltd 
has been elected chairman of the 
British Carpets Promotion Council 
the name chosen for the organisa- 
tion established jointly by — the 
Federation of British Carpet Manu- 
facturers and the International Wool 
Secretariat for the promotion of 
British carpets in the United King- 
dom. 
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ADVERTISER'S WEEKLY 


TRAFALGAR SQUARE SIGNS BAN 
INQUIRY OPENS 


‘Highest principles involved’ 


AA AND ISBA JOIN 


THE- FIGHT 


AGAINST WESTMINSTER PLANNERS 


pg the public inquiry into Westminster City Council’s 
ban on advertising signs in Trafalgar Square opened on 
Tuesday it was described as being “of the highest importance, 
and involving the highest principles”. 


The decision of the City Coun- 
cil to ban signs and posters on 
the south side of the Square is 
being contested keenly not only 
by firms immediately concerned 
but by the Advertising Asso- 
ciation, the Incorporated Society 
of British Advertisers, J. Lyons 
& Co., Ltd. and the Strand 
Association, 

The appellants were: Walter 
Ellaby (in respect of the Martell 
and Moussec signs, a poster site 
and the news sign on Trafalgar 
Buildings), Franco British Elec- 
trical Co. (in respect of the 
Exide battery sign), Montague 
Burton Ltd. (owners of Grand 
Buildings), Bovril Ltd., Walter 
Hill's Poster Advertising Co., 
Ltd. (licensees of the Guinness 
site), Trafalgar Advertising Co., 
Lid., Sun Insurance Office Ltd., 
Canadian Pacific Railway Co., 
the Isle of Man Tourist Board, 
and Foote, Cone & Belding Ltd. 
(agents for B.O.AC.). 

In support of Westminster City 
Council's action were Lord Mot- 
tistone, chairman of the executive 
committee of the London Society, 
Alfred Baker, chairman of the 
Society for the Prevention of 
Disfigurement in) Town) «nd 
Country, and Mr. Soutar, for 
the United Kingdom Temperance 
and General Provident Institu- 
tion 


OPENING ‘BROADSIDE’ 


The inquiry opened with a 
broadside from the Westminster 
City Council, represented by 
Geoffrey Lawrence, Q.C. Every 
sign came under fire, 

The Isle of Man advertisement, 
he stated, “blocked up two 
windows of Grand Buildings and 
distorted the architectural fea- 
tures.” The Martell brandy sign 
was described as “blatant and 
dominating.” Bovril and B.O.A.C. 
were responsible for “spoiling the 
vista looking towards Whitehall.” 

And the Philips radio and 
TV sign was criticised as “the 
worst sign of them all.” It was 
said “to offend in everyway, 
obstruct the skyline, entirely 
obliterate the main architectural 
features of the building.” An- 
other’ complaint was that its 
flashing could be seen “right over 
Admiralty Arch as far as Marl- 
borough Flouse.” 

Mr. Lawrence said the City 


Council felt that the features of 
Trafalgar Square were of the 
greatest importance from a 
national viewpoint. They were 
features which should be cher- 
ished and maintained, The 
advertisements, he said, intro- 
duced a discordant note, incon- 
gruous and out of harmony with 
the atmosphere and traditions of 
the Square. 

Before taking any action the 
Council had consulted the Out- 
door Advertising Industry Ad- 
visory Committee and also the 
Society for the Prevention of Dis- 
figurement in Town and Country. 
They had studied both sides of 
the question. 

They had considered the char- 
acteristics of the  locality—its 
historical associations and archi- 
tectural features. 


Charles—and his 
neighbours 


Referring to the _ historical 
statues of the Square, Mr, Law- 
rence spoke of “the statue of 
Charles | and his commercial 
neighbours.” Nelson’s memorial, 
he said, was not the only monu- 
ment to the greatness of the 
country to be found in the 
Square, He spoke of South Africa 
House, Canada House, the busts 
of Lords Jellicoe and Beatty, 
Admiralty Arch, and the “fine 
facade of the National Gallery.” 

“It is one of those places in 
London where one can expect 
such an accumulation of histori- 
cal tradition,” he said. “It stands 
at the junction of two great 
processional routes of which we 
will be amply reminded in the 
months to come. And it is right 
at this junction that we have to 
consider whether we should con- 
sent to the continuation of the 
display of these advertisements.” 

Most of the advertisements in 
question were situated on Grand 
Buildings and Trafalgar Build- 
ings. In many of the notices of 
appeal it had been said that 
these buildings had little or no 
architectural merit-—-thev acted as 
a backcloth to the advertisements 
without doing harm to any 
amenity 

“Architectural value in the 
end,” he continued, “is a question 
of taste or, if you are a little 
cynical, fashion, and no doubt 


Some of the signs which the planners of Westminster object to 


these buildings are out of fashion 
to-day. But they are unduly and 
unfairly decried.” 

He stated that both buildings 
had been designed in the 1870's 
as part of the planning of North- 
umberland Avenue. The plans 
had been submitted to the 
Institute of Architects and 
approved, 

Fashions changed and in time 
these two buildings might be 
cited as very good examples of 
the work of their period. 

He continued: “Grand Build- 
ings might not be the finest jewel 
in the metropolis, but this argu- 
ment hits both ways. If the 
south side of the Square possesses 
any architectural weakness then 
it needs protection from further 
defacement. 

“We know and realise the need 
of trade and industry to advertise 
but there are numerous places in 
Westminster itself where that 
need can he exercised without 
affecting any amenities.” 


The gay and the 
garish 


It was said that people liked 
to see gay illuminations. “The 
garishness of illuminated signs at 
night is appropriate maybe to 
shopping streets and centres of 
entertainment, but gigantic illu- 
minated signs are wholly inap- 
propriate to an historical centre,” 
he contended. 

The first) witness, Alderman 
C. P. Russell, past-chairman of 
the Westminster Town Planning 
Committee, agreed that advertis- 
ing was a necessary accompani- 
ment to modern trade and indus- 
try, but said that the advertise- 
ments were out of place and 
incongruous in Trafalgar Square 

His attention was drawn by 
Harold Williams, Q.C., appearing 
for Walter Ellaby, to concert 
posters outside St. Martin’s-in-the 
Fields, and Mr. Russell agreed 
that these had not been con- 
sidered by his council. 

Michael] Rowe, for the Trafal 
gar Advertising Co., Ltd., asked 
Mr. Russell if he was aware that 


four out of five members of 
Westminster Chamber of Com- 
merce had declared in a poll that 
they were against the Council's 
decision? Mr. Russell said he 
was not aware of it. 

S. C. Silkin, for Walter Hill's 
Poster Advertising Co., said that 
the basis for his clients’ appeal 
had now disappeared as they 
had received notice that the 
building on which the advertise 
ment appeared was scheduled for 
reconstruction shortly, 


Guinness—and the 
chimney pots 


He asked that the poster be 
allowed on a temporary basis 
until the work began, however 
The Guinness poster obliterated 
chimney pots, fire-escapes, and a 
derelict building, he said 

Aid. Russell, in reply to Derek 
Walker-Smith (representing 
Bovril), spoke of newspaper 
coverage of the dispute. Seven 
hundred column inches of matter 
had appeared in 80 newspapers 
From this, he said, 15 papers ap 
peared to approve of the Coun 
cil’s action, 11 were against it and 
$4 were neutral, reporting with 
out comment, 

Mr. Walker-Smith listed the 
papers individually Those sup 
porting the Council, he said, were 
The Times, The Times Weekly 
Review, Glasgow Herald, Man 
chester Guardian, Spectator, 
Tatler and New Commonwealth, 
Against were the News Chronicle, 
Evening Standard, Daily Tele 
graph, Daily Mail and Courier 

Mr. Walker-Smith produced a 
series of photographs showing 
various views of the Square and 
asked Ald. Russell to choose the 
ones which showed the best views 
from an architectural viewpoint 

Mr. Walker-Smith pointed out 
that in none of those which had 
been selected did the Bovril sign 
appear, 

Bernard Moss, appearing for 
the Isle of Man Tourist Board, 
produced a photograph taken 
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ADVERTISER'S WEEKLY 


Cryer leaves 
Waterman’s for 
Wyvern Displays 


Charies A. Cryer has relinquished 
his position as advertising manager, 
Waterman Pen Co., Ltd., to join 
the board of Wyvern Displays and 
Textiles Ltd., where he will take 
complete charge of development, 
administration and the sales organ- 
sation. 

Mr. Cryer has been with Water- 
man Pen Co., Ltd., for 25 years. 
After experience in other depart- 
ments he joined the advertising 
department in 1938, and at the out- 
break of war was assistant manager 
to H. F. Guildford, then advertis- 
ing manager and now managing 
director of the company. Since 
1946 Mr. Cryer has managed the 
Waterman's advertising department. 

In his new capacity with Wyvern 
Displays, a company with factory 
premises at South Croydon, he in 
tends to apply his experience gained 
as a purchaser of advertising to pro- 
vide a comprehensive (including 
advisory) service on all forms of 
display and packaging. 

He is succeeded at Waterman's 
by C. A. Clode, who was formerly 
with Hoover Ltd., for whom he had 
been creative ideas man since 1937 
He was editor of Hoovergrams, the 
Hoover authorised dealer magazine 
for which he has been responsible 
from its first issue in 1946. During 
the immediate post-war years his 
Hoover responsibilities were  ex- 
tended to serve a rapidly growing 
network of markets overseas. He 
has a personal knowledge of coun- 
tries in the Mediterranean region 
and Near East. 

* * * 

Herbert J. Carter, former editor 
of the Croydon Times series, has 
heen appointed editor of the South 
London Advertiser and Crystal 
Palace and Norwood Advertiser. 


‘Enterprise’ man 


F. W. E. James, who has been 
appointed Northern advertisement 
manager, Daily Sketch (A. 
March 12), and who was previously 
assistant advertisement manager, 
Continental Daily Mail, on one 
occasion flew in a chartered plane 
to drop food and comforts, pro- 
vided by advertisers, on to the 
Flying Enterprise Before joining 
the Continental Daily Mail, he was 
a public relations and direct mail 
consultant. He is the son of C. W 
James who, before he retired, was 
managing director of J. Weiner, 
Ltd., the advertising contractors. 

* * * 

P. G. O'Reilly, recently-appointed 
radio director for O'’Kennedy- 
Brindley Ltd., Dublin, flew to New 
York to broadcast a commentary on 
the St. Patrick's Day Parade for the 
American Broadcasting Corpora 
tion, While in America he will also 
survey the latest set-up in spon 
sored radio on the U.S. networks 


+. * * 

F. J. Holroyde (Solicitors Law 
Stationery Society, London) has suc- 
ceeded A. M. Shand (Simson Shand 
Lid., Hertford) as chairman of the 
London and District Monotype 
Users’ Association. 

Other officers are: vice-chairmen. 
FE. J. Harrison, L. B. Mackay, and 
- Leopold Reveirs; hon. treasurer. 

J. Mizen; hon auditor, F 
od hon. secretary, H. Wheen; 
committee, Brooke Crutchley, G. C. 
Griffiths, A. M. Shand, W,. I. 
Sidders, and Rolf Unwin. 


C. A. Clode 


Abram Games has accepted an 
invitation from the Museum of 
Modern Art, New York, to represent 
Great Britain at an_ exhibition 
entitled “Four Poster Artists” 
held from March 18 to 
Twenty to thirty of his posters will 
be shown. Other artists invited are 
Savignac (France), Aicher (Ger- 
many), and Max Bill (Switzerland). 
Grounds for selection are “out- 
standing merit and contribution of 
the artist to the ficld of poster 
design.” 


* * * 

Derek Taylor and Elizabeth Nor- 
land, both copywriters at Lordon 
Press Exchange Ltd., are being 
married on Saturday. 

* * * 

William Hinks, managing director, 
the J. Walter Thompson Company 
Ltd., left for New York by air on 
Sunday evening and does not antici- 
pate being back in London before 
the beginning of May. 


* * * 
J. P. O’Brien, chairman of Fogra 


Failte, the Irish tourist 
organisation, is visiting London this 
week to survey progress made on 
advertising and pablicity schemes 
for holidays in Ireland. 
* * * 

Edmund Clarke has been ap- 
pointed chairman of Jesse Broad & 
Co., Ltd., the Manchester printers, 
Cyril H. Fogg, who is London 
director responsible for sales, has 
become vice-chairman. 


promotion 


riW.k. 


James Laurence Evans 

J. J. Brennen, advertising man- 
ager, J. Colmer Ltd., Bath, and 
D. G. Warneck, manager, F. Moody 
& Co., Lid. poster and advertising 
contractors, Bath, were judges in 
the Royal Society for Prevention of 
Accidents, poster competition, Bath 
district, 

* * * 


At a private luncheon held at the 
Queen's Hotel, Leeds, last week, 
. T. Sykes, company secretary of 
Frank Horsell & Co., Lid., printing 
ink manufacturers, Victoria Road, 
Leeds, was presented with a gold 
wrist watch to mark his completion 
of 50 years’ service with the com- 
pany, with whom he started as an 
office boy The presentation was 
made by H. R. Tebb, chairman. 

* * 

T. S. Parry, director and general 
manager of the Urmston Telegraph, 
has been elected president = of 
Urmston British Legion. 

* * * 

J. C. Mactavish (formerly of the 
Eastern Daily Press, Norwich), has 
been appointed as London represen- 
tative of the Evening Express, 
Liverpool, in order to strengthen 
the organisation of C. L. A. Russell, 
London manager. 


* * * 

Tom Phillips is P.R.O. for the 
Daily Dispatch Brighter Homes Ex- 
hibition which Gilbert Harding 
opened at the City Hall, Man- 
chester, last week 


George Dodson-Wells, formerly London Transport’s chief public relations 


otheer, 
Thursday, 


was guest of honour al a social gathering at 55 Broadway, 


last 


when his old staff and colleagues made him a presentation on his 


promotion (recently announced in “ Advertiser's Weekly”), to the post of 


commercial advertisement ofhice vw, 


British 


Transport Commission. The 


presentation took the form of a pair of silver candlesticks and a pair of 


18th century prints. 
son, P.R.O.; H. F. 
P.R.O.; George 


Picture shows, left to right, front row, W. R. Robert- 
Hutchison, publicity officer; 
Dodson-Wells; and C. A. 


F. D. Rose, assistant 
Lyon, press officer, 
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The Duke at 
P.A. lunch 


The Duke of Edinburgn 
lunched with the board of directors 
of the Press Association at the 
Association's headquarters in Fleet 
Street, last Thursday. Laurence P. 
Scott (Manchester Guardian), chair- 
man of the Association, presided, 
and others present were: W. A. 
Hawkins (Bristol Evening Post), 
Clement T. Barton (Leicester Mer- 
cury), A. G. Jeans (Liverpool Daily 
Post and Echo), John L. Burgess 
(Cumberland Evening News, 
Carlisle), Harry Lindley (Hudders- 
field Examiner), and John Thomson 
(Evening Sentinel, Hanley), direc- 
tors; Edward W. Davies (general 
manager), Henry Martin (editor-in- 
chief), E. J. Harvey (secretary), and 
L. Warren (chief of the telegraph 
department), Sir Christopher Chan- 
cellor (general manager of Reuters), 
and Commander Michael Parker, 
private secretary to the Duke of 
Edinburgh. After lunch the Duke 
of Edinburgh inspected the Associa- 
tion’s editorial and telegraphic 
departments. 

* * * 


Laurence Evans has joined J. 
Lyons & Co., Ltd., where he will 
head the press relations section in 
the company’s advertising and pub- 
licity department He was appointed 

R.O. to the British Waterworks 
Association in 1949, and more re- 
cently has been practising as a pub- 
lic relations adviser for a number 
of accounts, including the Colindale 
Engineering Co., Ltd., on the mar- 
keting of their new petrol economy 
devices. 


40 years’ service 


In making a _ presentation at 
Cardiff last week to Richard R. 
Blunn, who recently retired after 40 
years’ service as assistant sales man- 
ager for the Western Mail and 
South Wales Echo, Sir Robert 
Webber referred to his splendid 
efforts for “Old Ben.” Mr. Blunn 
has been for many years secretary 
of the Cardiff Area Committee. 

* * . 

Monroe Green, advertisement 
director, New York Times, spent a 
day in London last week on his way 
to Europe where he will study 
trading conditions. 

_ * - 

L. J. Morris, who has joined 
Jones & Co., Ltd., the Bristol 
departmental store, as display man- 
ager, was formerly with Bon 
Marché, Gloucester, as assistant dis- 
play manager. 

* * * 

New members of the British Sales 
Promotion Association are: 
F. R. W. Dagg (British Eur 
Airways), Miss Jessie 
(Women’s Gas Federation), Charles 
P. Spurr (advertising manager, Celo- 
tex Ltd.), R. G. Cole (director, 
Carter & Co., Ltd.),L. W. Desbrow 
(research executive, S. T. Garland 
Advertising Service Ltd.), H. V. 
Boundstridge (sales promotion man- 
ager, Guest, Keen & Nettlefolds 
(Midlands) Ltd.), and F. 
(manager, Central Bazars, Brussels). 

* * * 


Ronald Severn, advertising -? 
ager, Abbott Laboratories Ltd., 
on a month's visit to Aasatice 
where he is studying the latest 
advertising methods with particular 
interest in direct mail. 
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Every week one family out of every 

three in Great Britain reads the Sunday Pictorial, 
For, with an average net sale of more than 
5,128,887, the Sunday Pictorial goes into millions 
of homes all over the country. It is 


read by every adult member of the family 


reads the 
on the best advertising day of the week— 
Sunday Pictorial the day they have time to read 
every week advertisements at leisure, and 


sales messages sink in. 


Space in the Sunday Pictorial] is exceedingly 
SUNDAY PICTORIAL 


economical, too. Compared with 1939, its square 


inch per thousand rate has increased much less 


than that of any other Sunday newspaper. 
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AD. WEEKLY 10th BIRTHDAY 


Survey of advertising 


will cover 


Next month, 
Weekly” will 
40th birthday. 


To mark this anniversary, our 
issue of April 16 will be a 
special 40th Birthday Num- 
ber. This will contain a 
series of authoritative articles 
which will present a compre- 
hensive picture of advertising 
to-day, its achievements, its 
techniques, its problems. 

They will constitute, too, a 
practical guide to advertisers, 
telling them what, in 1953, 
advertising and its ancillary 
industries can do to help them 
publicise and market their 
goods and services. Experts 
will suggest how modern ad- 
vertising facilities and tech- 
niques can be used to the 
best advantage. 

H. A. Oughton, president of 
the Institute of Incorporated 
Practitioners in Advertising, 
has written an introductory 
article, outlining the achieve- 
ment of advertising, both in 
raising its own standards and 
in helping to raise the living 
standards of the community. 


Among other distinguished con- 


“Advertiser's 
celebrate its 


GORDON 


Gordon & Gotch (Australasia) 
Lid. has celebrated its centenary. 

“Its story is an epic of indus- 
try; it is the story of Australia 
self,” was how Horace R. Petty, 
former president, Victorian 
Authorised Newsagents’ Associ- 
ation, described the history of the 
firm at a party last Friday that 
climaxed the four-day celebra- 
tions in Melbourne. 

‘The London firm of Gordon & 
Gotch Ltd.—a separate business 
although closely knit to the 
Australasian — organisation—will 
ceiebrate the centenary in October 
this year, with, among other 
things, the publication of an 
illustrated booklet telling the 
firm's story with — particular 
emphasis on the development of 
the London business. 

The Melbourne — celebration 
party was held not far from the 
spot where Alexander Gordon, 
an elderly Scot, and = John 
Speechly Gotch, a young man 
from Kettering, first met. Gordon 
ran a market newspaper stall; 
Gotch had returned from the 
goldfield practically penniless. 

A partnership was formed and 
the two men set about expanding 
business in the rapidly growing 
colony of Victoria They dis- 
tributed Melbourne newspapers 
and were advertisement agents for 
The Argus, but the bulk of their 
business came from the sale of 


all aspects 


tributors will be: 

BRIAN F. MACCABE 
managing director, Foote, 
Cone & Belding Ltd. 

ERNEST BIGGS, director, 
London Press Exchange 
and chairman, Intam Ltd. 

CLAUDE E. WALLIS, 
chairman and managing 
director, Associated Hiffe 
Press Ltd. 

HUGH BOURNE, manag- 
ing director, Chadwick- 
Latz Ltd. 

VERNON NYE, publicity 
manager, Shell-Mex & 
B.P. Ltd. 

CHARLES W, V. TRUE- 
FITT, newly appointed 
director of advertising, 
Associated Newspapers 
Ltd... now — organiser, 
“Daily Mail” Ideal Home 
Exhibition. 

A. E. SYKES, director, 
Outdoor Publicity Ltd. 
ALAN CAMPBELL - 
JOHNSON, joint) man- 
aging director, Campbell- 
Johnson & Swarbrick Ltd. 
DR. HENRY DURANT, 
director, British Institute 

of Public Opinion. 


& GOTCH are 


British publications to the immi- 
grants, hungry for news of home 

In 1859 Gordon retired. Gotch, 
as sole proprietor, developed dis- 
tributicn to the scattered town- 
ships and farmsteads by men on 
horseback. He established a 
telegraphic agency. Within a few 
years, branches had been opened 
it Sydney and Brisbane, and 
Gordon & Gotch had been 
appointed sole distributing agents 
by a number of British pub- 
lishers and manufacturers of 
stationery and other consumer 
goods. A London house was 
established and, in 1890, it was 
acquired by the managers, 
William F. Berrill and John B. 
Poole, who purchased it outright 


Commercial empire 


When Gotch died in 1901, 
additional branches had been 
established in Perth and Welling- 
ton. In less than half a century. 
he had built a commercial 
empire with agents in every town 
and village. Keenly interested in 
the development of the retail side 
of the newsagency business, he 
piayed an active part in the for 
mation of the Victorian Author- 
ised Newsagents’ Association and 
was its president for twelve years 

The chain of Gordon & Gotch 
heuses in Australia and New 
Zealand was completed by the 


4 display of photographs of the floods in England, Holland and Belgium 
taken by R.A.F. Reconnaissance Units, has been opened at the Regent 


Street office of the “Evening News.” 


Inspecting one of the exhibits are 


Lord de L'Isle and Dudley, V.C., Secretary of State for Air (left), who 
opened the display, the Lord Mayor, Sir Rupert De la Bére, and Lord 
Rothermere (right). 


‘STARS AT MIDNIGHT’ PROGRAMME 
| 


 TIPA to exhibit 


posters 


A. selection of the posters 
entered for the competition re- 
cently organised by the British 
Poster Advertising Association 
and the London Poster Advertis- 
ing Association will be exhibited 
at the headquarters of the Insti- 
tute of Incorporated Practitioners 
in Advertising from next Monday 
till April 1 

H. A. QOughton, president, 
LILP.A., will open the exhibition 
on Monday morning. 


100 not out 


opening of branches in Adelaide, 
Launceston, Auckland, Christ- 
church and Dunedin To-day, 
under the chairmanship of G 
Sutherland Smith, with Harold J. 
laylor, general manager, and 
F A. Illingworth, assistant 
general manager. Gordon & 
Gotch (Australasia) Ltd. is a 
public company with an author- 
ised capital of £1 million and 
employs a staff of over 1,300. 

The magazine departments dis- 
tribute to a total of 10,556 retail 
selling points, 7.926 in Australia 
and 2,630 in New Zealand. They 
distribute 964 different magazines 
to newsagents for counter sale or 
delivery. Of these 562 publica- 
tions are British or European, 
352 Australian and 32 American, 
which through current import 
restrictions are distributed only 
in New Zealand. Many thousands 
of specialised publications are 
also handled on a_ subscription 
basis 

Gordon & Gotch also supply 
books and stationery, distribute 
printing machinery and have a 
large and successful advertising 
division. 

At the celebration party Mr. 
Sutherland Smith spoke of the 
pride that they felt in the firm's 
history. He emphasised the debt 
of gratitude that the company 
owed to its executives and 
employees. 


John Davis, managing director, 
the J. Arthur Rank Organisation, 
is joint chairman of the advertis- 
ing committee formed to produce 
a special brochure for the “Stars 
at Midnight” matinee at the 
London Palladium on _ Friday, 
May 29 

It is intended that the brochure 
shall be, not merely a programme 
of the matinee, but a Coronation 
souvenir of lasting value. 

Arranged under the joint chair- 
manship of the Marchjoness of 
Reading and Noel Coward, the 
performance will be in aid of 
tre Actors’ Orphanage and the 
Children’s Branch of the Jewish 
National Fund. Famous artistes 
taking part will include Sir 
Laurence Olivier, Vivien Leigh. 
John Gielgud, John Mills, Kay 
Hammond, Anna Neagle, Diana 
Wynyard, Peggy Ashcroft, and 
Noel Coward. 

Mr. Davis’s appeal on behalf 
of the two charities has already 
met with a generous response. 

Inquiries concerning the bro- 
chure and seats should be 
addressed to R. J. Friedmann, 4 
Bloomsbury Place, W.C.1 


‘Printers must 
be salesmen’ 


In a buyers’ market. such as 
the printing industry is now 
experiencing, every Masler printer 
should have experience of sales 
manship, Max Bemrose (chair 
man, Bemrose & Sons, Ltd.. 
Derby) told more than 200 
Young Master Printers at thei! 
conference at Harrogate 

He said that the sales force, as 
the motivating power of the 
printing firm, should have the 
right to insist on the job being 
done the way it wanted. As a 
young man he had found it 
harder to sell the customer's 
demands to the works than to sell 
printing to the customer. But 
that was wrong: those who sold 
print should base their ideas on 
what the customer wanted. Suc- 
cessful salesmanship meant sell- 
ing. at a profit, goods that bene- 
fited their purchasers. 
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‘Flying window’ device in 
bi-weekly’s new press 


RESTRICTIONS— 

100 YEARS AGO 
In March 1853 the “Man- 
chester Guardian” introduced 
certain restrictions to prevent 
“the undue encroachment of 
advertisements” on their 

columns, 

It was ruled: “No cuts, 
or or symbols of any kind 
with adver- 
~ AR, They needlessly 
occupy space; they disfigure 
the pages of a newspaper; and 
their only use is to attract 
attention to one advertisement 
at the expense of all others.” : 


‘Ready reckoner’ 

for copy fitting 

A “ready reckoner” for dis- 
covering the average number of 
characters in a line of any one 
of a hundred leading Monotype 
faces is the Monotype Copyfitting 
Indicator. 

Embodying a list of type 
series, a rotating disc with a 
“window,” and an alphabetical 
list of type faces, the indicator 
shows the average number of 
characters in a line of any even 
measures between 10 and 30 
picas, in point sizes between 6 
and 12, roman or italic. 

Attractive in appearance, with 
varnished, white folding boards 
and a green disc, the Indicator 
will sell at 5Ss., plus Is. for pack- 
aging and posting. 


Trade press ads. 
quoted in Commons 


Daily Herald trade press adver- 
tising was quoted in Parliament 
last week. 

During a debate in = which 
reference was made to a remark 
that seaside resorts were likely to 
have a bad time this year, the 
Secretary for Overseas Trade 
(H. R. Mackeson) said the public 
and Parliament were entitled to 
au explanation from the paper. 

“How can this newspaper,” he 
asked, “with a large national cir- 
culation, reconcile these words 
used on January |, when it was 
secking advertising revenue: 
‘Daily Herald families will buy 
more of your products this year. 
Their incomes are higher than 
ever'—with its two column ban- 
ner headline on March 10— 
“Tory axe will cut holidays?’ 

“It seems to me that either in- 
dustry or the reading public have 
been deliberately misled.” 


The Lancashire bi-weekly, the 
Accrington Observer and Times, 
has just installed a new mode! of 
Crabtree’s 10/50 pre-war press, 
containing many refinements. 

At full speed it produces 20,000 
copies per hour and is said to be 
the most modern local newspaper 
press in the country. It com- 
prises two totally enclosed print- 
ing units each capable of produc- 
ing eight pages. 

The machine has automatic 
web tension control, automatic 
ink pumps and Crabtree’s latest 
automatic centrifugally controlled 
fold regulator, in’ which the 
position of the folding blade, 
relative to the cylinder, adjusts 
itself to the speed of the press, 
so as to reduce a tendency to lag 
or overfold at varying speeds. 
The half width sheet, which is 
used for the 6 and 10 page pro- 
ducts, is brought outside the 
frame, turned, and passed in 
again between two other sheets. 
This device is known as a “flying 
window.” 

The Accrington Times was 
started in 1866 as a_ localised 
edition of the Bury Times. The 
Accrington Observer, a localised 
edition of the Preston Guardian, 
began publication in 1887. 

In 1892 the Observer was 
bought by the late Richard S. 
Crossley, J.P., who a few weeks 
later acquired the Times, combin- 
ing the two and later forming a 
limited company which continues 
to-day with his two sons, Robert 
S. Crossley and Richard S. 
Crossley, J.P., as joint-governing 
directors. 

The third generation of the 
family is represented by their 
respective sons, Eric S. Crossley, 
who is advertisement manager, 
and Harry Crossley, who is 
assistant editor. 
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A new development in Butlin Holiday 
special window displays for booking agents. 


Dulwich, 


Camps advertising this year is 
Pp ! 


The example above, at East 


is one of nearly 1,000 displays now being featured throughout 


the country. 


Importance of good printing as 
‘handwriting of advertising’ 


The importance of good print- 
ing as the “handwriting” of adver- 
tising was stressed by lan Harvey, 
M.P. (director, W. S. Crawferd 
Ltd.), at a luncheon of the 
London & District Monotype 
Users’ Association last week. 

Good advertising was achieved 
not only by demonstration of 
theme but by creating a good 
handwriting, he said. Whereas 
the difference between good 
speech and bad speech was widely 
recognised, there was a strange 
refusal by a remarkably large 
number of people to understand 
the correct use of type and type 
faces and the important part that 
good layout and design played jn 
the presentation of any case in 
print, “It is by your ‘handwriting’ 
that you are judged,” he said. 

r. Harvey warned that, with 
the growth of other means of 
sia ones films, and tele- 


vision—there was a decline in 
serious reading, and the written 
word was tending to lessen in in- 
fluence. Those concerned with 
the printed word were under an 
obligation to see that, when it 
did appear, it appeared at its 
best. 

Earlier, Mr. Harvey had 
claimed that the technique of per- 
suasion was the key to success 
both in politics and in business. 
And he believed that people in 
the political sphere could learn 
a great deal about the technique 
of putting over ideas from those 
in the commercial sphere, in 
which products had become 
household words as a result of 
good advertising. 

Sir George Harvie-Watt, Q.C., 
M.P., presided over a company 
of more than 300 Monotype 
users. 


Self-ser service > helps ‘marginal grocery’ lines 


Self-service tends to increase 
turnover per member of the sales 
staff, but on a floor-space com- 
parison it does less well than 
counter service. 

These conclusions are put 
forward in a booklet, Self-service 
Grocery and the Individual 
Brand, issued by A. C. Nielsen 
Co., Ltd., the market research 
company. An _ investigation in 
August-September, 1952, gave the 
following percentages for self- 
service (taking counter service as 
100 per cent): average weekly 
turnover per shop, 137 per cent; 
t sales per square-foot selling 
space, 84 per cent; £ sales per 


member of staff, 120 per cent: 
£ sales per customer registered 
for sugar, 133 per cent (registra- 
tion for sugar being taken as an 
indication of the regular clientele 
of the shop for all grocery pur- 
poses). 

In order to gain some idea of 
how (or whether) — self-service 
benefited certain commodities 
more than others, nine Nielsen 
product classes were studied. 
Among soaps and detergents, one 
product class achieved only 98 
per cent of sales as compared 
with counter-service; the other 
two were 114 per cent and 136 


rer cent. Among packaged foods 
ihe figures were 95 per cent, 105 
per cent, 112 per cent, and 115 
per cent. Both the “marginal 
grocery” lines did much better 
through self-service, viz., 142 per 
cent and 260 per cent. The two 
product classes that did less well 
9 self-service shops include well 
advertised goods, 

The Nielsen Company an- 
nounce their intention of prepar- 
ing for each product-class and 
brand in sufficiently high distri- 
bution, special analyses to illus- 
trate the salient features of self- 
service ——. 


single insertion in he RADIO TIMES 


‘2 National Campaign for nine 


Fer farther information please write to: Mead of Advertisement Department, 


B.B.C. Publications. 


mee of the Audit Bareow of Circwlations 


mine days plus... 


Portland Place, London, W.i 
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| The formation of Pear! & Dean Ltd. and the entry : 
: of the ABC circuit into screen advertising have : 
| created important new opportunities in a rapidly | 
developing medium ......2+.+..24+6. 
1. In Pearl & Dean all key positions at Management and Executive level are . 
occupied by experts of long-established reputation. Advertisers and agents can 
therefore feel assured that their particular problems, as well as the general 
problems occurring in this medium, will be carefully and skilfully handled. 
2. The ABC circuit (available exclusively through Pearl & Dean for all types of 
screen advertising) offers advertisers an additional audience of some 4 million 
| viewers per week. 
| 3. This major circuit presents, as a whole, a national pattern of distribution. : 
| It opens up coverage in 95 important population centres where hitherto no large : 
circuit cinema was available. . 
4. Many restrictions hitherto imposed upon screen advertisers will not apply 
| in P & D cinemas, including ABC. 
\ 
§. The one-minute advertising films recently announced by Pearl & Dean can 
| now be circulated in 400 ABCs and over 3,000 independent cinemas. | 
PEARL & DEAN LTD 
| Screen Advertising | 
ig 33 DOVER STREET, LONDON W 1 | 
! Telephone: Mayfair 7494 | 
Directors: ERNEST PEARL (Chairman) R. W. DEAN, C. PEARL (Joint Managing Directors) W. 3. COLLINS. D HARRIS 
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WN ae Blunt words to exhibitors 


DYNAMIC 


“We must have, in 1953, a 
dynamic programme for more 
publicity for silk screen print- 
ing.” declares H. Ashford 
Down in a presidential message 
to the Display Producers and 
Screen Printers. 

The key word here is “dynamic.” 

Members of the Association, says 
Mr. Ashford Down, tend to be 
too obsessed with the tech- 
niques of their craft. Silk 
screen has made such progress 
that it can offer more to ad- 
vertisers than ever before, but 
in publicising itself it has failed. 
The Association has become “a 
mutual admiration society.” 


Straight talk 


this is straight talk. It is 
“dynamic” talk. And it could 
well be directed, in similar 
terms, to the whole body of 
organised advertising. 

lor advertising to-day, like the 
silk screen industry, is techni- 
cally efficient, and knows it. 
But it is inclined to forget that 
only by organisational dynamic 
can it reap the full reward of 
its efficiency. Advertising, as a 
service to industry and to the 
community, is ill-publicised. 
Complacency dams the stream 
of progress. Timidity robs the 
advertising business of many 
benefits stronger organisation 
could bring. 

Before the pious aspirations we 
hear so often can be translated 
into further solid accomplish- 
ments dynamic ideas. and 
dynamic personalities, are 
needed. 


‘NEWSPAPER WORLD’ 


li is always a matter for regret 
when a long-established jour- 
nal ceases publication. Such 
regret is all the more sincere 
when the journal has such a 
fine record of service to its 
readers as had the “Newspaper 
World.” 

For many years, both in its 
reporting of news and in its 
comment the “Newspaper 
World” maintained an objec- 
tivity and integrity that won it 
well-merited respect. It cham- 
pioned, as it exemplified, the 
best traditions of British 
journalism. 

In publishing, as in any 
field, there is richness in 
diversity. Something of this 
diversity is lost when a journal 
with such distinctive character 
falls victim to the harsh 
realities of modern publishing 
economics. 


other 


{ INTEND, deliberately, to 
be provocative. Although 
the well-organised exhibition 
can provide the most effective 
of markets, | am bound to say 
that it is not always must effec- 
tively exploited. 

Of course. the 
blamed for any disappointment 
that may result He is like a 
cook who is ordered to use 500 
ingredients in making a pie, and 
is later criticised because the full 
flavour of one of them is im- 
paired by the others. Let me 
return the criticism. The organiser 
must ensure for his exhibitors 
the best possible conditions, but 
he cannot run their business for 
them 

The commonest mistake of 
some exhibitors since the war is 
what I would describe as over 

display 
Modernist 
designs may 
look tempt 
ing on. the 
drawing- 
board, but 
when — built 
may distract 
attention 
from the 
products be 
ing sold 
After all, the 
advertiser is 
more con 
cerned with displaying his goods 
to the utmost advantage than to 
subsidise applied art, yet 1 have 
seen stands in certain exhibitions 
where it was hard to see whether 
tubular steel or a breakfast food 
was the product being advertised 

No, I am not ultra-conserva- 
tive. Lb am simply asking that 
the right balance should be 
achieved between attractive pre 
sentation and the selling possi 
bilities of the goods themselves 

Again, though I am as anxious 
us anyone to see the best in 
window-dressing, | would urge 
exhibitors to watch costs. The 
business man, like the good 
housewife, should compare prices 
before buying. He should put 
out his stand-building to com 
petitive tender. 

Next, consider another aspect 
of selling. If a trader were 
opening a branch shop that could 
be guaranteed a million potential! 
customers in a month, he would 
certainly have a_ trained. staff 
ready for the rush of business. 

Yet in an exhibition to which 
4 million or more people will 
pay for admission, you will find 
many casual “salespeople” who 
have had no training whatever in 


organiser 1S 


by 
Charles W. V. Truefitt. 


organiser, 


‘Daily Mail’ Ideal Home 
Exhibition, 


handling the type of goods on 
sale. Some of them remain at 
the back of the stand and merely 
try to look decorative—not 
always with success. 

Ask them a question about 
their products They answer: 
Oh, I'm not here to sell Or. 
“The manager will be back this 
afternoon. He might be able to 
tell you 

| have known trade buyers 
rebuffed by haughty assistants. 1} 
have been told myself, when 
making a serious inquiry, “I'm 
afraid | can't attend to you here 
We're only showing our products 

sales are a matter for our head 
office.” 


It may be objected that such 


cases are exceptional. Adver- 
tisers take part in exhibitions in 
order to further their business 
but there are too Many excep 
tions, and in such cases good 
business could be converted to 
ercellent business. 

There is one matter on which 
no controversy is possible. Trade 
at first-class exhibitions has in- 
creased tremendously since the 
war. My experience convinces 
me that it could become even 
better. 

That being so, I suggest that 
advertisers who take space in a 
well-established and thriving 
exhibition do not need advent) 
t.ous aids to publicity. Let your 
goods be attractive in themselves, 
be interestingly presented and 
courteously sold by enthusiastic 
salesmen, and they will get the 
attention they deserve 

I set out to be frank. I can 
end with equal candour— | 
believe it will be worth the 
advertiser's while to intensify his 
ittack on the exhibition market 


To-morrows TOPIC. 


@ EXTRA NEWSPRINT WILL 
BE ANNOUNCED SOON 
FOR THE RATIONING 
PERIOD COVERING THE 
CORONATION. WHAT DO 
THE NEWSPAPERS THINK 
It REASONABLE TO EX- 
PECT? SOME MANAGE- 
MENTS HOPE TO SEE 30 
EXTRA PAGES OVER THE 
PERIOD FOR THE = 14d. 
PAPERS, 36 FOR 2d. 
PAPLRS, AND 40 (OR 
MORE) FOR PAPERS SELI- 
ING AT 34. 

A new technique is to be 
developed by one of the 
bigger agency public rela- 
tions departments. Local 
correspondents are to be 
appointed to gather news 
vital to clients. 

Ihere will be some surprises 
when the Government's plans 
for the operation of commer- 
cial television are announced. 
Conditions laid down by the 
Postmaster-General will mean 
a big revision of plans made 
by some agencies. The ques- 
tion of who should provide 
the programmes is receiving 
very close official considera- 
tion. 


@ A _ big publicity battle is 
about to develop between 
the makers of sports slacks. 
Three big firms have ap- 
proved record appropria- 
tions for spring and summer 
campaigns. 

Several of the biggest national 
advertisers are considering a 
change of policy in their 
publicity to give greater 
emphasis to the provincial 
press. 
Increasing numbers of 
printers are developing 
house magazines as an effec- 
tive means of  self-promo- 
tion. 
The ban on promotional ad- 
vertising by electricity authori- 
ties is to be lifted shortly. 
A full-scale “Eat More Fish” 
campaign is to be launched 
soon. 
Advertisers and agents are 
vetting their copy in anticipa- 
tion of developments which 
may follow investigations into 
the claims made for chloro- 
phyll. 

ROUND TABLE 


 FASHION’S FIRST AND FINAL WORD « HAS. THE CRE M OF FASHION "READERSHIP 


Harp 


erst 


The National Magazine Co. Ltd., 


~ ee a Pe a) 


a 


Net sale in excess of 50,000 a month 


28/30 Grosvenor Gardens, London, S.W.! 
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CTY DISPLAY DGANL 


Every retail shop in Great Britain is covered by the C.D.0. window dressing 
service. National advertisers desirous of promoting sales through retailers are 
offered the unique servicing facilities of this organisation for the delivery and 


personal installation of displays in their customers’ windows. 


enquiries :— C D O 


service prodyction 


281-3 GOSWELL ROAD 30 UXBRIDGE ROAD 
LONDON ELC. LONDON. W.12. 
TERMINUS 1007 SHEPHERDS BUSH 1281 
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ADVERTISER'S WEEKLY 


Review of Advertising a @ 


N earnest request has 
arrived for a discussion of 
knocking copy. It is suggested 
that while certain types of copy 
that make unfavourable com- 
parisons between the product 
advertised and its competitors 
are to be deprecated as unfair 
or hitting below the belt, the 
Queensberry Rules should not 
be so rigorously applied that 
they debar or discourage hard 
hitting competitive copy: “Jn 
some people's minds such copy 
is considered legitimate as long 
as a competitor or his product 
is not mentioned by name.” 
(Let us hope that this last idea 
is NOt in many people's minds. A 
libel is no less libellous if it 
clearly applies to a certain person 
or group of people but does not 
actually mention names). 
There are times when every 


copywriter must be gravely 
tempted to have a tilt at the 
Opposition, and one imagines that 
some of the people now working 
on the soaps and suds accounts 
have to be held on a very tight 
rein. But | am glad to say that in 
most instances the mere sugges- 
tion of a knock is so repugnant 
to the client that the copywriter 
or his agency loses a_ certain 
amount of face for proposing 
even the mildest of digs. 

In my youth, when it seemed a 
matter of life and death that my 
copy should appear unblemished 
in the newspapers, I argued with 
a manufacturer about this point 
His competitor had been very 
provocative and his product had 
a demonstrable weakness that 
made his sales most vulnerable if 
he was attacked along certain 
lines, 

My client agreed with every- 
thing I had written and every- 
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Who is that knocking at my door? 


thing | said, which in itself was a 
surprise. But he wouldn't use the 
copy at any price. To begin with, 
he said, the space he used was 
very costly and he regarded it as 
arable land rather than a battle- 
field. Every inch that was used to 
damage his competitor could be 
better employed in helping his 
own sales. 

“You may persuade 50,000 
people to stop buying Blogg’s 
Baccy, but how do I know that 
half of them won't give up smok- 
ing altogether and take to sweets, 
while 20,000 of the remainder 
switch to Charles Cobb's brand?” 

He might have added that the 
public was quite capable of con- 
vincing itself that his brand was 
the one with the bad point. 


Who was telling that story the 
other day about a New York tele- 
vision programme for somebody's 
beer? It seems that half-way 
through the show the announcer 
opened a bottle of nameless beer, 
took a large mouthful, made a 
hideous face and spat it out. 
Later he opened a bottle of 
X-brand beer, downed it with a 
beatific smile and launched out on 
his three minutes of glowing 
praise. An opinion poll about the 
programme was conducted by 
telephone next day, and it was 
found that 30 per cent of the 
viewers believed either that it 
was a temperance programme or 
that it showed that some bottles 
of X-brand beer were very nasty! 

But this was an extreme case 
What about that hoary old chest- 
nut of the “comparative chart” in 
which two, three or four un- 
named competing products are 
tabulated under various headings 
and only the advertised one gets 
full marks in every department? 
If it's a jam, for example, you 
show that Jams A and B contain 
whole fruit, B and C contains no 
glucose; A and C are in jars with 
a vacuum cap, but “only D Brand 
Jam has all the three prime poin's 
of perfect jam.” Provided this is 
true and the un-named products 
are in fact “three other well- 
known makes” I can see no ob- 
jection to this. for it is positive 
advertising and this is where I 
think one draws the line, 

Copy that draws attention 
either directly or bv inference to 
competitors’ “unselling” points is 
definitely knocking copy, it is 
negative and to be avoided, for 
one shouldn't foul anybody's 
doorstep. 


But copy that points to positive 


selling points of a product and 
says that competitors lack them 
is harmless, provided of course, 
that it is done with reasonable 
c . 
Was it B.P. petrol that had 
“something the other's hadn’: 
got?” That was completely un- 
objectionable, But the Lucky 
Strike campaign that advised 
people to “reach for a Lucky in- 
stead of a fattening sweet” was 
a knock well below the 
diaphragm. 

Again, when several of the 
American cigarette companies had 
advertisements in which doctors 
explained how their products pro- 
tected the throat, Old Gold 
brought out an advertisement 
saying “The makers of Old Gold 
don’t claim to cure anything 
except fine tobacco.” In its way 
that was a knock at quite a num- 
ber of competitors, but nobody 
would say it was wrong. 

On the other hand, if in a mar- 
ket containing only two brands of 
a certain product, one advertiser 
had a testimonial saying: “I once 
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“How hard everyone (except the 

artist) has tried to be funny! If 

only they had relaxed, . .” (See 
page 544.) 
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The world’s foremost motor cycle journal 
celebrates 5( years of continuous publication 


In 1903, when THt Motor Cycte first appeared, it was the only journal devoted solely to 
motor cycling. Today, its magnificent Golden Jubilee Number celebrates fifty years continuous 
publication -fifty years of ceaseless campaigning for the good of motor cyclists, and of far-sighted 
support for every worth-while technical development. 

For seven early years THe Motor Cycie fought alone against the popular belief that motor 
cycling would die an early death. Today, there are more than 900,000 motor cycles and cycle 
motors licensed in this country, whilst the average circulation of THe Morork Cyctr ts 
substantially in excess of 175,000 copies weekly, with readers in every part of the world. Its 
advertisers are offered unequalled coverage of this progressive and enthusiastic market at a cost 


per page per thousand below that of any similar journal in the world 


MATCHING THE PROGRESSIVE SPIRIT OF THE INDUSTRY WHICH IT SERVES 
Cha 
A tell 


FREE A he Se See a 
aa .| 
a 


DORSET HOUSE, STAMFORD STREET LONDON, S.E WATERLOO 3333 (60 LINES 


Ee) 
| | * HE ‘\ ie \ eee HY temteg ’ 
| 1 \ eatrone 
} \ 190, : 
| Nos ees Moro veg 
oo a» \\\ a © CLE i 
. vet ; ny . | ae Van, ‘ | A “ 
_ eR (Q a wi iat ‘ & Nuva aff Hi 
| \ 1 qd) a i —— .§ 0 
ri "4 =v &fl 
eS —ote Fike . 4 7 
=: - 4 
| Quer : ve a | » , . 
| gos —_—— ee || : 
| | — — — — aa | 
| 
ee | 
| 
a 


ADVERTISER'S WEEKLY 


continued 


Review of Advertising 


tried another make. It, 


too, gave costs a good deal less,” 1 would 


good results, but it was rather have no complaint about it at all. 
expensive,” then | would consider But the best plan is to keep 
it to be knocking. That, you see, away from temptation. If you 


is a negative advertisement—a 
disparaging remark about a com- 
petitor. If it had said: “This ts 
as good as any you can buy and 


have a moment's doubt whether 
your copy could be accused of 
knocking, put it in the waste- 
paper basket. To make faces at a 
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“How many house- 
wives’ sympathetic 
chords will be even 
faintly touched by 
all this suggestion 
of crashing air- 
craft, bangs and 
price barriers?” 
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competitor in public is ugly, un- 
dignified and almost certainly un- 
profitable. Moreover there is a 
very good chance that the public 
will think the ugly face is your 
natural expression. 
* * * 
NE would need to search 
many newspapers for a num- 
ber of months to find copy quite 
sO unnatural and unsympathetic 
as this Ricory stuff. The headline 
is dramatic, of course, but how 
many housewives’ sympathetic 
chords will be even faintly 
touched by all this suggestion of 
crashing aircraft, bangs, and price 
barriers? Ask fifty of them what 


they understand by “Quality 
crashes the price barrier’ and 
you will get fifty different 
answers, some rude, and all 


wrong. Even I can only guess at 
what it means. 

Again, how many women think 
they are jet-age coffee-lovers 
and how many would believe that 
even if Ricory was half rum it 
would loosen their tongues into 
saying “Bingo! No trickery—just 
Ricory” or “ Ah-ha, it’s Ricory for 
me?" QOne doesn't want to dis- 
courage anyone who writes in 
such a lively and uninhibited way 
but the copywriter might much 
more profitably confine himself 
to men’s products or, better still. 
go out for a month on behalf of 
some organisation like the Gallup 
Poll or the Brand Barometer, 
knocking on provincial front 
doors, meeting housewives where 
they live, and hearing them talk 
about their own affairs. He will 


AVAILABLE in all sizes from 20ins. by 15ins. up to 
100 ft. by 50 ft. 


Marco 19, 1953 
svon learn that to write like this 
for the British housewife is 
scarcely better than talking 
Hindustani to a Hottentot. 
* * * 

ITH unpardonable _ pride. 

somebody who was impli- 
cated in its perpetration sends me 
this Usher advertisement from a 
Glasgow newspaper (p. 542). My 
goodness, how hard everybody 
(except the artist) has tried to be 
funny! If only they had relaxed 
and made do with just one joke or 
jingle instead of three the adver- 
tisement would have been twice 
as effective, because many readers 
would have remembered it, but 
most people's memory boggles at 
two jingles and a pun. 

“One good turn deserves an 
Usher” is a good pun. If the 
advertiser stuck to it all the time 
and got an artist to draw amus- 
ing illustrations of it every week 
he would have a real campaign 
that people would learn to look 
for every Saturday—and before 
very long a good deal of Glasgow 
would belong to Usher. 


The Frujade scheme 


The final article in the Frujade 
campaign series, covering the 
scripts for a Frujade advertising 
film, is postponed because the 
specialists who are submitting scripts 
and story boards have been unable, 
owing to pressure of other work, to 
submit these by the date planned. 
The article will appear in an early 
issue. 


Time is getting short 
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B ' g in g 
IG FARMING . . . the new paper 
thousands of pig-keepers have been 
waiting for, will soon be ‘‘ bringing a ¢ 0 * 

home the bacon,’’ in the shape of full eee 


order books, to the advertisers using this 
valuable new medium. From May {5th 
it will be possible—for the first time—to 
obtain direct, waste-free coverage of this 
country’s £120 million-a-year pig industry by using Britain's new national farming paper catering specially 
for this important market. The people who will be reading PIG FARMING are part of a vast and rapidly 
expanding industry. In 1951, Britain's pig population leapt 44 per cent. to 44 million! To-day, over 100,000 
pigs are being marketed every week and the figures are still increasing. Space is already going fast for early 


issues. If you are interested in this booming industry as a market, an early reservation is suggested. 
Dummy and rate card on request. 


Britain’s FIRST national pig paper 


Commencing publication MAY [5th 
GUARANTEED CIRCULATION 20,000 HAVE YOU BOOKED 


YOUR SPACE YET? 


10 TAVERN ST., IPSWICH {fsieeh IPSWICH 4801-4802 
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LAUNCHING A NEW PRODUCT—3 


FINDING OUT WHAT CONSUMERS 
THINK OF THE PRODUCT AND ITS USES 


HEN the Product Devel- 

opment Committee have a 
fairly clear idea of the type of 
product they plan to market 
and the broad consumer needs 
they think it will fulfil, they 
must try to assess more accur- 
ately the consumer needs of the 
market they are planning to 
enter and their capacity to pro- 
duce and sell a product which 
will satisfy these needs. 

ly there a demand for this tvpe 
of product or will it have to be 
created? 

If there is a demand and the 
consumer is aware of the need, 
then the overall task is lessened. 
otherwise a Jong-term educational 
task may have to be catered for 
‘The plan is then divided to cover 
two basic acceptance research 
jobs; first, assessing the accept 
ance of an idea, and second, the 
acceptance of a product which 
fulfils a need not previously 
recognised 


Getting the 


consumer’s views 


As an example, one might con 
sider the problem facing the first 
company to launch a home per 
manent waving kit. Here they 
were faced with asking women if 
they would like to use a product 
of which the women had no 
experience and one which = in 
the consumer might = require 
considerable skill and training 
before successful results could be 
secured. However, with the very 
low price at which this service 
could be offered, it seemed 
that it could not only appeal to 
women who were already using 
shop perm facilities, but to a large 
number of women who had never 
been able to afford visits to the 
hairdresser 

In cases like this the assessment 
of the acceptance of the idea can 
only be judged by some form of 
placement test -that is, selecting 
an accurate cross-section of the 
assumed potential market and 
giving them kits to try the pro- 
cess, with clear, simple instruc- 
tions as to how to use the 
product and evaluate its results 
In such tests the instructions 
issued to the user must be no 
more lengthy or complicated than 
those which can be issued with 
the final product on full scale 
distribution, either in the pack 
uge or by means of educational 
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By W. A. C. COOPER, 
director, Foote, Cone & Belding Ltd. 


The most importaut considerations in launching a new 
product, said the author in his first article, are whether the 
consumer wants it (or can be persuaded to want it) and 


whether there is prospect of profit. 


In this article he 


describes tests designed to ensure that the product will be 
as nearly as possible what the consumer needs. 


advertising. It is one of the 
important functions of the place- 
ment test for this kind of pro- 
duct to ascertain just how much 
instruction must be given in the 
use of the product before the 
customer can be assured of 
attaining the desired result. 

It is better at this stage to find 
out that by some simplification 
of the product or its process of 
use, or by more detailed instruc 
tions, the user can more readily 
obtain first-class results, than to 
have to discover this after the 
product has been fully launched 
and a number of potential cus- 
tomers lost through poor results 

Once the possible degree of 
acceptance of the idea has been 
established, it is necessary to 
censider from the results of the 
placement test whether the pro- 
duct’s present form is the most 
acceptable form-—very often the 
first users will provide sound 
ideas for improvements which 
can readily be incorporated with- 
out adding to the cost. Again, 
the results may show that, with 
i slight adaptation, either a larger 
section of the market can be 
reached or a higher price can be 
secured that will enable you to 
promote it more vigorously and 
so reduce the price even further 
in the future. 

Let us go briefly through the 
whole process which might be 
necessary with a completely new 


type of product 


Placing 
free samples 
ne 


The first step will be to pro- 
duce a sample batch of the pro- 
duct and place these samples with 
u representative cross-section of 
the potential market free of 
charge. On the first call of the 
investigators, consumers would 
be asked a number of questions 
aimed at establishing their present 
habits and their outlook on the 
new idea: they would then be 
given a sample and asked to try 
it, following the instructions care- 
fully 

After an interval long enough 


for the consumer to have made 
full use of the product and to 
have had time to assess results a 
second call would be made and 
questions asked covering: 
The uses made of the pro- 
duct. 
How satisfactory 
each use? 
Ways in which it could be 
improved for each use. 
How long did it last? 
What disadvantages were en- 
countered? 
Were the 
lo follow ? 
ls the form of package suit- 
able? 
Are 
colour, 
ences’ 
What would be regarded as a 
fair price? 
Would the 
at that price? 
and if so— 
At what tvpe of shop? 
Attitude to product name 

Results of this test might indi- 
cate that the product and the 
idea of using it were generally 
acceptable, subject to a few 
minor changes in the product, its 
presentation or the instructions 
and suggested method of use 
Once these changes had been 
made, it would then be possible 
‘oO proceed with a fair degree of 
confidence However, the test 
might show that there was not 
“a great acceptance of the idea 
and that considerable consumer 
education would have to. be 
undertaken, or that while the 
idea was accented the product 
required major changes before it 
would fulfil its role. 

In the first case, serious con- 
sideration would have to be given 
to the cost of educating the mar- 
ket and the estimated time 
required to do this In the 
second case, the changes in the 
product should be made and 
further tests carried out. 

Where the need for the product 
is Known and one is merely try 
ing to insert a new product into 
a market where there is already 
acceptance for the type of pro 


was i for 


instructions easy 


there any 
shape or 


particular 
size prefer 


consumer buy at 


duct, placement tests are stil 
needed, but mainly to assess the 
product and its suitability. 

A word of warning here: it is 
not sufficient to examine all the 
competitive products in the field 
and then make the new product 
exactly the same as the leader in 
the field and start marketing it, 
on the assumption that if the 
other product is acceptable this 
new one should gain equal acce pt- 
ance if the marketing methods 
are the same. 


Product may 
not be the same 


In the first place, the product 
may not be exactly the same in 
the results it gives. Further, the 
consumer may not consider it to 
be the same, regardless of how 
scrupulously the competitor's 
formulae and manufacturing 
techniques have been followed. 
Rut most important of all, the 
opportunity is denied of finding a 
possible improvement in an 
already established field: an im 
provement the cost of which may 
be slight but the results from 
which may be considerable in 
terms of consumer goodwill. 

Thus, the aims with this type 
of product testing can be divided 
into two sections: those aimed at 
testing the product directly, and 
those which will establish its 
standing with competitive pro 
ducts. 

Depending on the tyne of pro- 
duct being marketed andthe 
form of competitive products, it 
is often possible to accomplish 
all the aims by “blind testing” the 
new product against competitive 
products to establish any differ- 
ence in acceptance. 

A “blind test” is one where 
every step possible is taken to 
conceal from the user the identity 
of the two products being tested 
If one were testing one jelly pow- 
der against a competitor, the per- 
son doing the test would receive 
two quite plain packs with only 
a letter on each to°* distinguish 
one from the other. She would 
then be asked to follow the in- 
structions and would be told that 
the investigator would return for 
her report after she had had time 
to use both. 

On the results of these tests 
one can decide whether the new 
product has any obvious or 
demonstrable consumer advan- 
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Launching a new product continued 


tages over the leading estab!ished 
competitors or whether it Js 
merely as good as. It is then up 
to the Product Development 
Committee to decide whether to 
search for an improved product 
which has demonstrable advan- 
tages or whether to market the 
equally good product. This 
latter decision might be made if 
the Committee felt that product 
improvement costs were out of 
proportion to the gain in business 
likely to be secured, or if it felt 
sure that its marketing methods 
were going to be so superior as 
to enable the firm to corner a 
sizeable section of the market 
with a product which was no 
better than the leading compet: 
tor. 


Costs may rule 
out cross-testing 


If the Committee has several 
variants of the new product, 
ideally they should all be tested 
to establish which is the best. But 
here the cost of such tests might 
preclude cross-testing. 

While this type of research can 
be costly and takes time, it is 
much less costly than the results 
of launching a faulty product. 

In the case of placement tests 
and blind tests, the costs are much 
higher than normal consumer re- 
search because cach respondent 
has to be visited twice. On 
average, such a test might cost 
about 30s. per consumer inter 


viewed, not including the cost of 
sample, It is therefore important 
to keep the size of the sample as 
small as possible, consistent with 
the degree of accuracy required. 
For many consumer products 
used in the home, a placement 
test in 300 homes will provide a 
reasonably accurate result. 

Finally, the acceptance of the 
retailer who 1s going to sell the 
product might be tested at this 
Stage. This is a subject of great 
debate, the one schoo] taking the 
attitude that if the public want 
it and it is well promoted, the 
retailer has got to stock it; and 
the other schoo! maintaining that 
retailer goodwill] is vitally impor- 
tant and that for a small cost it 
is €aSy to ascertain retail reaction 
and possibly avoid pitfalls in the 
early stages of distribution. 

A certain amount of checking 
with the large and multiple re- 
tailers is to be recommended 
(more with regard to marketing 
methods and price ranges than 
for their views on whether the 
public will like the product). The 
chains are very willing and able 
to give sound advice on market- 
ing problems, and as it costs 
nothing to ask them, it is well 
worth doing. As one might ex- 
pect them to be large buyers, it 
is often politic to consult them 
unless, for competitive reasons, 
secrecy 1s to be maintained. 

The tests which have been dis- 
cussed in this article are still of 
a laboratory nature in so far as 


the consumer is concerned—-he 
or she has been presented with 
samples and asked to try them 

While these trials are extremely 
valuable, the acid test comes 
when the product is put on sale 
in its normal retail outlets and 
the consumer is allowed the op- 
portunity of purchasing and using 
in the more normal way. 

At this point it might be as 
well to point out that, while dur- 
ing these tests, questions about 
the price the consumer would 
expect to pay have been asked, 
no great reliance can be put on 
the results. The real answer can 
only be obtained in test markets 
where the product is sold under 
normal or what will be its future 
marketing conditions. 
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Proportioner for 


art work 


The AWC Proportioner (below), 
intended to give an accurate visual 
proportion together with the linea: 
size that a piece of work may be 
required to enlarge or reduce to, 
has been put on the market by 
Proportional Instruments, Walton- 
on-Thames. 

The arms and cursor are made of 
clear perspex and are mounted on 
matt finish brass plates. The two 
arms which form a true 90° and the 
sliding cursor are machine cali- 
brated 4 in. The Perspex diagonal 
arm, pivotted around a thumb 
screw, is held securely when set, but 
remains sufficiently free to move at 
finger pressure. 


Telephone: TEMple Bar 6688 (10 lines ) 


Telegrams: Advexero, Estrand, London 
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Flood caused many Dutch firms to suspend 


press advertising 


ROM the 

advertising 
point of view, 
the year of 
1953 did not 
have an auspi- 
cious _ begin- 
ning in Holland. 

Although only a small part of 
the country was affected by the 
catastrophic floods, the disaster 
made a deep impression——even 
on advertising. Unilever stopped 
all their press advertising and 
their example was followed by 
many others. A number of fac- 
tories were damaged by water 
involving the cost of repairs 
which will influence advertising 
budgets. 

This does not mean that 
Holland’s trade and industrial 
capacities are impaired. ‘The 
greatest damage was to the fertile 
farmlands and not to the indus 
trial area of the country. Even 
the damage sustained by Rotter- 
dam did not affect the harbour 
and its capacity. 

* * * 


The Packaging Exhibition held 
in Amsterdam at the beginning of 
January was a_ great success 
Practically the whole of the 
Dutch packaging industry was 
represented, together with a num- 
ber of foreign manufacturers of 
packaging machinery. Among 
these Germany was far bette: 
represented than Great Britain. 

” of & 


The preponderance of German 
goods over British is noticeable 
not only in the packaging indus- 
wry, but in many other fields, as 
for instance in the motor indus 
try. Imports of British cars are 
giving way to Germans in spite 
of the fact that the Dutch would 
prefer to trade with the United 
Kingdom. It seems that British 
manufacturers are missing oppor 
tunities in the Dutch market 
B. Knol, Rotterdam 

7 * ¥ 


Singing commercials have 
about reached the peak of their 
craze in Australia. Radio-ad 
analysts predict a sharp drop 
from now on. 

Give-away quiz sessions are on 
top of all ratings for all popular 
shows, and, human nature being 
what it is, are likely to stay there 
meantime, 

* - * 


Press advertising increased 
noticeably throughout February 
on an Australia-wide basis, and 
colour is being used in greatly 
increased ratio. Analysts say in- 
creased press advertising stems 
from: 

1. Coronation aspect and easing 
of import restrictions, 


2. Competition among cosmetic 
and beauty preparations 
manufacturers and distri- 
butors, 

3. Sales pressure by car and 
truck firms. 

_Increased retail sales pres- 

sure. 

. Pushing of foreign and 

home-produced — household 

commodities. 

6.The general hardening of 
competition through all fields 
of selling. 

7. The growing number of over- 
seas travel concerns trying to 
vet business amone Austra- 
lians. 

Interesting fact is that for the 
first time State Government 
departments are using press and 
radio media to popwliarise travel 
and transport facilities. —Gold- 
herg Advertising Agency, Sydney 

* * y 

Commercial art in India has 
been making rapid progress of 
late. Only two years ago a con- 
vention organised under the 
name of the Commercial Artists’ 
Guild (CAG) invited agency men, 
advertisers, printers, engravers 
and the like, and from the discus- 
sion that ensued, there was a 
unanimity of opinion about the 
steps to be taken. 

A code of conduct, exhibitions, 
prizes, publication of quarterly 
bulletins and annuals containing 
representative work, lectures, 
conducted tours, in short, every- 
thing calculated to encourage and 
enhance commercial art followed 
in quick succession. 

‘The latest to make its appear- 
ance is .he monthly journal of 
CAG, beautifully produced, on 
art paper. It is intended pri- 
marily for commercial artists, but 
considering its bright get up and 
broad outlook, it can truly be 
leoked upon to represent all 
allied interests until they separ- 
ate and have organs of their own. 

* ¥ * 

The Government of = India 
some weeks ago announced a 
programme of — publicity — for 


~ a 


Arthur Havs Sulzberger, pub- 
lisher of the “New York Times,’ 
discussed newspaper — problems 
with members of the Indian 
Society of Advertisers. Here he 
is flanked by P. G. Rose, publi- 
city director, Burmah-Shel] (right) 
and Pothen Philip, executive 
secretary, 1.8.A. 


Two Ekco export radio models are featured in double crown posters 
which were printed up together by four-colour gravure by Harrison 
& Sons Ltd. 


Indian Jute goods in the United 
States. Now a similar scheme is 
being considered for Indian Tea. 
There will be a body known as 
the Tea Council, consisting of #2 
representatives of whom the 
American tea trade will nominate 
6, India 3, Ceylon 2 and Indo- 
nesia |. 

The publicity fund of the 
Couneil will be one and a half 
million dollars, towards which 
India will contribute 500,000 
dollars and the U.S. tea trade a 
similar amount, while the re- 
mainder will be made up by 
Ceylon and Indonesia. 

The publicity will be for tea, 
rather than for Indian Tea. 
Since Americans use biended tea, 
any attempt to promote indivi- 
dual brands by the country of 
origin is considered wasteful and 
useless 

* * 


The executive secretary of the 
recently formed Indian Society of 
Advertisers, Pothen Philip, has 
arranged for a number of 
eminent personalities to talk on 
different subjects of interest. The 
last to address the gathering was 
Arthur Sulzberger, president and 
publisher of the New York Times, 
during his two-week tour of 
India.—Bombay Advertising 
Agency Ltd. 

* * * 


Serious trade publication which 
has just appeared in Cyprus is the 
monthly Cyprus Trade Journal 
published by the island’s Federa- 
tion of Trade and Industry. 

The first issue, with an attrac- 
tive cover design mounting the 
Federation's crest, has 60 pages 
on 9 in. x 12 in. format. 

The Journal is in the two lead- 
ing commercial languages of the 
island—-English and Greek, In 
its leading article, it defines its 
objects: to be an organ for the 
Federation itself and at the same 


time to become the public mouth- 
piece of the island's commercial 
and industrial interests. 

Apart from a comprehensive 
section dealing with local topics, 
the Journal includes a world-wide 
trade coverage supplied by 
Reuters, London. Advertising 
rates are £8 per page. 

(Cyprus Trade Journal must not 
be confused with the Chamber 
of Commerce Journal, a bulletin 
of the Cyprus Chamber of Com- 
merce.) 

* . 

An independent radio moritor- 
ing service is now operating in 
France under the name of 
RADIO-SERVICE for the pur- 
pose of providing advertisers and 
their agents with the following 
details of sponsored broadcasts: 
Title of broadcast, name of 
advertiser, time and _ duration 
of broadcast, and full text of the 
commercial. 

So far this service covers only 
Radio Luxembourg but it is 
planned to extend it shortly to 
cover also Radio Andorra and 
Radio-Monte Carlo. 

* *~ * 


France-Soir, the French daily 
newspaper, announces its latest 
audited figures as follows: Daily 
circulation, 830,736; daily net 
sale, 703,932.— Publicis S.A... 
Paris. 

* * 

Parisians and people from «| 
over France are thronging to the 
22nd) annual Exhibition Arts 
Ménagers, which was opened on 
February 26 and will last for 
nearly a month. 

This is approximately the 
French version of the Ideal 
Home Exhibition and seeks to 
display all that is most modern, 
convenient and artistic in French 
home comforts. 

The exhibition is being held at 
the Grand Palais which was 
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Export Advertising 


Advertising in overseas markets demands a special- 
ised knowledge lacking in most agencies. We have an export 
department of specialists, competent to organise advertising 
campaigns anywhere, through which we provide the following 
services. 


% The complete planning of publicity suited to any country in the 
world. 


% The recommendation and placing of orders with suitable foreign 
media with an estimate of charges. 


% The preparation and adaptation of cepy specially suited to the 
country concerned. 


% The translation and meticulous checking of copy by nationals 
of the country for which a campaign is planned. 


%& The despatch of copy and blocks to any country. 


% The arranging of Treasury permits and foreign currency pay- 
ments, 


§. C. Peacock Ltd. 


Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215 REGENT STREET, LONDON, W.1. (Regent 1081) 
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...IN CANADA _ 


Canada's railways traverse over 57,000 miles— 
from St. John’s, Newfoundland to Victoria, B.C. is 
a distance of 4,365 miles. To cover this tremen- 
dous, scattered area requires a big sales force, 
unless you use selective advertising to reach your 
prospucts. 

Firms selling successfully in Canada use trade 
journals to make thousands of “‘calls’’ regularly 
week by week, month by month, between their 
salesmen's visits. 

The B.N.A. comprises over a hundred strong, 
effective trade papers and other selective peri- 
odicals. Single publications or small groups can be 
chosen which circulate (on a strictly audited basis) 
to exactly the potential customers you wish to reach. 

Airmail your request for information about any 
class or type of industry, commerce or retail trade 
and we will gladly and immediately send you 


market data and sample copies of publications 
covering your markets. * 


*You may see copies of Canadian business papers 
at the offices of the Canadian Government Trade Commissioner 
Liverpool, Glasgow, Belfast 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA | : 
«13.7 WELLINGTON ST. W.. TORONTO, CANADA” 


| 
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News Flashes from World Markets continued 


— COC = Danish women’s journal 


starts up in Norway 


created to house exhibitions of all 
kinds. 
# * 

Large scale and highly competi- 
tive poster campaigns are being 
waged simultaneously on Paris 
walls by several of the most im- 
portant manufacturers of soap 
powders and = detergents—-Tac 
(Catox), Persil and Omo (Lever), 
C.D.K. (Lesieur), Crio (La Croix) 

* * * 


A new women’s magazine being 
published in Norway by Hjemmert 
is called Alt for Damene. It is 
similar to the Danish sister paper, 
Alt for Damerne. Hjemmet, Oslo, 
is a subsidiary of Gutenberghus, 
Copenhagen, who publish Alt for 
Damerne (present — circulation 
204,930). 

Because of paper rationing, Alt 
for Damene is only being issued 
fortnightly and consists of 32 
pages. Only three of these are 
being allocated to advertising 
the back cover in four colours 
and two inside pages which are 
divided into two two-third pages 
and two one-third pages. All 
space for 1953 has been taken up. 

Alt for Damene is printed in 
four-colour rotogravure On a 
press which is the first of its kind 
ever made in Norway. 

London representatives are 
Joshua B. Powers Ltd 

* * * 

South Africa imported 25,386 
new cars in the first nine months 
of 1952, according to a Cape 
Argus report. The paper stated 
that 13,516 were imported from 
the United Kingdom and that 
6,000 came from the U.S. 

* io * 


The Bantu World now accepts 
advertisements in black and one 
colour, Colour ads, are limited 
to the last four pages of each 
issue and red and green only 
may be used 

The Evening Post, Port Eliza 
beth, which stopped using colour 
some time ago because of diffi 
culties with a new machine, wil! 
now accept advertisements in 
black and one colour. 

Eastern Province Herald now 
accepts colour for the first time 
Only maroon, red and green are 
available. 

The Northern Rhodesian Gov- 
ernment has handed over conduct 
of its weekly newspaper. 
Mutende, to Bantu Press (Pty.) 
Ltd. In future Mutende is to be 
known as African Eagle. The 
paper is now printed by African 
Newspapers Ltd. in Salisbury. 
Southern Rhodesia, and sent by 
air to Lusaka. Circulation 1s 
claimed to be 10,000 copies 
weekly. 

Goudland, of Odendaalsrus. 
Orange Free State Goldfields, has 
started a special English supple 
ment. 

The Star, Johannesburg. 
recently announced that it would 
take advertisements up to 72 


column inches. Because of heavy 
demands and pressure On space, 
the maximum has been reduced 
to 48 column inches.—P. N. 
Barrett Co. “(Pty.) Ltd., Cape 
Town. 

* * 

The £4,500,000 paper mill being 
built at the Mandeni on the 
Tugela River, 60 miles from 
Durban, has been visited by 
Lt.-Col. lan F. Bowater, a 
director of the Bowater Paper 
Corporation Ltd., of London. 
Lt.-Col. Bowater said he was 
most impressed by the new mill 
which, at the outset, will produce 
wrapper paper from saligna gum 
timber, 

Col. Bowater has been visiting 
South Africa to contact publish- 
ing firms with whom his Corpora- 
tion has business associations. He 
is head of the Bowater Export 
Division, and this is the first visit 
he had paid to the Union since 
1937, 

* * * 

John Dickinson & Co, are plan- 
ning to expand to East Africa 
and have applied for a plot in 
the Nairobi light industrial area. 

It is understood that the com- 
pany plans to erect a wholesale 
depot during the coming year and 
later to instal machinery for the 
actual manufacture of stationery. 

* * * 


The Flemish daily, He; Volk, 
has recently published an inde- 
pendently audited sales figure. 
Average circulation is stated to 
be 150,000 copies.—Publicontrol, 
§.A., Brussels. 

* * 

A newly registered Southern 
Rhodesian publishing company— 
Centafrican Press Publications 
(Pvt.) Ltd.—will assume respon- 
sibility for the publication of 
The Rhodesian Mining Review 
and Shopping News on April 1. 

Both publications have been 
purchased from their original 
publishers by the new company 
whose directors are A. Bernard 
Leverton, Gerald N. Walford, 
S. H. Ashworth, T. R. J. Haw- 
kins, H. E. Davies and D. H. 
Jones (secretary). 

The new company intends to 
“improve, enlarge and extend 
the scope and circulation of The 
Rhodesian Mining Review.” 

* * * 


The fairs committee and the 
advisory council of exhibitors of 
the DRUPA has decided to 
hold the next International Print- 
ing and Paper Fair--DRUPA 
1954—in Dusseldorf during the 
period May 15-30. 

This trade fair, which had more 
than 300,000 visitors in 1951, 
including 36,000 from abroad, is 
being planned on an even wider 
scale this time. 

A considerable increase is ex- 
pected in the number of visitors 


and exhibitors and the available 
area has been increased. 
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285,000 
typical families 
read Holland's 
iggest newspaper 


Whether vou judge Het Vrije Voik's readers accord- 
ing to income groups, the rent of their homes or 
their ownership of such things as radios, cameras, 
moor vehicles, bank accounts - you wi'l find that 
the tigures are remarkably close to the national 


average (in fact somewhat higher). 


Through Hei Vrije Volk you reach a typical cross 
- section of the community - and a larger section 
‘han is covered by any other newspaper. 


Het Vrije Volk 


U.K. representatives: Joshua B. Powers, Ltd, 
14, Cockspur Street, London, S.W.1. 
Tel. WHI 3366 


i Record These Media 


ADEN “Al Nahda’ Weekly 4-84 
AUSTRALIA ““Broadcastin Fortnightly €1 s.ci 
BURMA “Burma Con e" Weekly 1S/- s.c4 
ee “New Times glish) Daily 1Sl-s.cs 
CEYLON “Ceylon Tra wrnal’’ Monthly 90!- page 
- “Business Ex , Monthly Tie ses 
ERITREA ““H Quotidiar reo’ Daily 76 sc4 
CYPRUS—REVISED LIST OF- AL! © xeSS AVAILABLE 
FRANCE “*L’Usine No e” Weekly 
Industrial 
““Ingenieurs « h- Monthly C55 page 
moens 
“Revue del'A nium" Monthly £40:10:0 page 
"Magazine of | ch Monthly £78 page 
Productior 
Fil **‘Jagriti”’ Weekly 70!- | page 
ea “Pacific Review Weekly SO! } page 
GERMANY “Wirkerei und scrickerei’: Weekly £58 page 
Technik” 
**Metal"’ Monthly £77 page 
‘Aluminium’ Monthly £75 page in 2 colours 
**"Maschine und Werk- Monthly (92 page 
reug"’ 
- “Europa Techn k'' Weekly (92 page 
HAWATI “Honolulu Advertiser”’ Daily 26!- 
a “Commerce Asia’’ Monthly £7:10:0 page 
INDIA “Indian Export Trade Monthly £25 page 
Journal”’ 
ITALY “International Offers & Monthly £20 page 
Enquiries 
it “Commercio Estero” Monthly £40 page 
ISRAEL “Commerce Monthly £45 page 
JAPAN “Nippon Times’ (English) Daily 25!-s.c4 
“Journal of Finance & Monthly £40 page 
Commerce 
a “Oriental Economist” Monthly C75 page 
HONG KONG Bag ba nny Economic Monthly €12:10:0 page 
eview 
TANGIERS “Moroccan Courier" Weekly 2:00sci 
NEW ZEALAND ‘Better Business’ Monthly £20 page 
PAKISTAN Economist’ twice monthly 10/- sci 
a “Variety"’ Fortnightly 16/-s.ci 
SWEDEN “Handel & Industrie” Monthly £30 page 


The above is but a small selection of media we represent. We specialise in Technical 
Papers throughout the world 


Write direct to: 
PUBLISHING & DISTRIBUTING CO. LTD., 
167 Strand, London, W.C.2 TEM 7595 & 6534 


Australian 


Transport 


Advertising 


Griffiths & Millington Ltd., have been appointed sole 


agents in this country for advertising on the following 


transport systems in Sydney and Melbourne :— 


SYDNEY 


Sydney — Parramatta — Chatsworth — Hurstville 


Sydney Trams. 
Sydney Harbour Ferries — 


MELBOURNE 


Melbourne Trams and Buses 


Space can be booked at current rates ruling in Australia, 
if necessary to include the cost of printed or painted 


Buses. 
Manly Ferries 


displays. On Melbourne trams side displays visible by day 


and night are available. Details on application to:— 


GRIFFITHS & MILLINGTON LTD. 


GRIFFMILL HOUSE 


20/22 WELLINGTON STREET, STRAND, LONDON, W.C.2 


Telephone > TEMple Bar 8155 


48,000 of these display units were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 
flat for packing. 


Another job well done by... x 
dé 


OF ADVERTISING 


24 GLOUCESTER STREET, BRISTOL 2 + TELEPHONE 26817 . 20460 
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HEIGHT 


of confidence in the Daily 
Express is shown by reader 
and advertiser alike. Britain's 
most powerful selling space 

the Daily Express Page 3 
half-page —- has beenreserved 
by a great number of 
national advertisers in the 
months ahead 


~ of sales onetililind The 


last Hulton Survey 
showed a readership of 
10,470,000. The February 
daily sales figure, based 
on ABC audit was 
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NEW: 
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nant 


BREADTH E 


of vision by advertisers and 
~ their agents informing the re- 
~ tail trade, by Express sponsored 
announcements in the appro- 


priate trade and technical 
journals, of forthcoming Page 
; _™ — advertisements. 
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By Appointment 


Builders of sales 


in Yorkshire and 


the North to the 


Advertisers of the 


United Kingdom 


THE YORKSHIRE POST 
THE YORKSHIRE EVENING POST 


An area campaign in themselves 


THE YORKSHIRE CONSERVATIV! NEWSPAPER CO LTD., LEEDS 1. TEL. 32701 
LONDON OFFICE: 171, FLEET STREET, E.C. 4. TELEPHONE; CENTRAL 9693 
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Coronation demand and last year’s cautious 
buying have filled mill 
order books and ensured full employment 


HE biggest of the town- 
masses that we nowadays 
call “conurbations” are gener- 
ally familiar by the names of 
the cities that form their nuclei. 
The title Greater London 
speaks for itself. To most 
people the Merseyside conurba- 
tion is “round Liverpool.” In 
similar fashion the South-East 
Lancashire conurbation is 
centred on Manchester, Tyne- 
side on Newcastle and the West 
Midlands on Birmingham. The 
same holds good in other parts 
of the United Kingdom for the 
Central Clydeside and Belfast 
conurbations. 


Exception 
to the rule 


Ihe one big conurbation inside 
our area, that of West Yorkshire, 
is something of an exception to 
the general rule. In the first place 
it contains not one large city but 
two, namely Leeds and Bradford. 
This distinction is no piece of 
academic niggling, for as Michael 
Fogarty has pointed out in The 
Prospects of the Industrial Areas 
of Great Britain, although Leeds 
and Bradford stand head and 
shoulders above other towns they 
do not dominate the whole con- 
urbation. ‘That is not to under- 
rate the importance of Leeds in 
particular as a great manufactur- 
ing and shopping centre to which 
people turn from all over West 
Yorkshire. It is only to set it in 
its right proportions. From the 
south-westerly part of the West 
Yorkshire conurbation there is 
over twenty miles to go to Leeds, 
and Dewsbury and Huddersfield 
lie in between. The west is 
served by Halifax, the south-east 
by Wakefield. All these four 
places are county boroughs and 
all are important local centres. 


By Stanley Oreanu, 
OF RESEARCH SERVICES LTD. 


The concept of conurbations has helped marketing men 
in their study of regional selling areas by pin-pointing 
centres where population density is high. In Yorkshire 
there is such a conurbation, but unlike most it is not 
centred on one large town. This means that it is spread 
over a larger area. The place of this West Yorkshire con- 
urbation within the Yorkshire regional market is dis- 
cussed here. The survey covers the whole of Yorkshire 
except a small area around Sunderland which, in the 
marketing sense, looks northwards rather than towards 


Yorkshire. 


The character of the West 
Yorkshire conurbation has been 
discussed at various times in 
these marketing surveys from dif- 
ferent points of view. Attention 
has dwelt in some cases on the 
distribution of population, in 
others on the structure of in 
dustry. It is worthwhile at this 
stage to try and draw together 
the different aspects and round 
the picture off. 

First, a reminder as to the size 
of the West Yorkshire conurba 
tion. It is the fourth largest of 
all conurbations in the country 
and ranks third among the pro- 
vincial conurbations, being 
eclipsed in size only by South- 
East Lancashire and the West 
Midlands. Its 1,692,190 people 
(1951 Census) represent 37 per 
cent of the total population of 
Yorkshire, or, excluding Tees 
side, which we treat as part of 
the Northern Counties, 41 per 
cent of the population in the area 
under review 


Conglomeration 

of towns 

Its essential character as a 
loose conglomeration of towns 


means that its people are spread 
out over a wide area. It has in 


fact a lower density 
per acre than any other major 
coaurbation, and only Greater 
London covers more ground 


Class of 

district 

A recent supplement to ADVER- 
rmser'sS Weekty (February 12) 
dealt at some length with the 
class of districts that make up the 
West Yorkshire conurbation, on 
the lines laid down in a Census 
report (One Per Cent Tables). Ui 
we may briefly recapitulate here, 
the area has been divided into 
four different types of districts. 
These have to some extent been 
sub-divided according to their 
location in the Aire or Calder 
river valleys. The main divisions 
(see Map on page 562) are as 
follows: 

I “The industrial, commercial 
and older residential districts of 
larger towns.” This kind of dis 
trict represents the solid core of 
a conurbation, and one is ti 
fore interested to see that it con 
tains no more than 389.000 
people, or less than a quarte: of 
the total population, 

Il —“Transitional 
mixed 
towns.” 


of persons 


areas oof 
development: = smaller 
The transitional ireas 


are the growing points of the 
county boroughs. Some of the 
small towns are satellites to the 
boroughs, others follow a more 
independent existence. Altogether 
672,000 people live in the areas 
and towns of this division 

lll--“Suburban fringes — of 
larger towns.” ‘These are mainly 
attached to Bradford and Leeds, 
with a very much smaller area 
bordering Wakefield. They con 
tain 394,000 people. 

IV “Rural-residential districts 
and small industrial centres.” 
They have a_ population = of 
238,000. On looking at the map 
one sees that these districts and 
the suburban fringes of division 
Ill lie both around the outskirts 
of the conurbation and between 
the larger towns. So the general 
effect is of several dense islands 
of population, represented by 
Leeds, Bradford, Halifax, ete., 
set among broad areas of lower 
population density 

classification of this kind 
that cuts across the normal ad 
ministrative boundaries is es 
pecially useful as a piece of 
“marketing geography,” linking 
districts of the same type 
throughout the conurbation. Too 
often the fact that statistics are 
based on administrative areas 
forces us to talk generalities 
about towns, as though each was 
as evenly mixed as homogenised 
milk. 


A look at 
individual towns 


But having given the new type 
of classification its due, we must 
20 back to look at the individual 
towns that make up the conurba 
tion. This is a realistic approach 
in the case of West Yorkshire as 
the towns have mostly retained 
their individuality inside the con 
urbation Trades and industries 
fall into a pattern that is only 
describable in terms of towns 

One way of comparing these 
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ADVERTISER'S WEEKLY 


oncaster Chronicle 


The Popular South Yorkshire Weekly 


COVERS DONCASTER AND DISTRICT 


MEMBER A.B.C. 


Long known to shrewd space-buyers 

as a proven builder of sales in South 

Yorkshire for the product designed 

to appeal to the family of average 
income. 


SCOT LANE, DONCASTER 
Tel. 4001 


London Office: 171, FLEET ST., 


Tel. Central 9693 


Head Office: 


E.C.4 


This Supremely Useful Advertising Gift 
Will be Seen and Used All Through the Year 


gett ane Dare 
—_ DAY woe + Colender on trom 
= ee 
a ode te. tas 
\ -_—_* a. wa Paces lor day + ingagemenee 
_—— Meme sheets 
= hee if done 


Busimers maar s ler each dap 


ereceding 


* Calender on 


Srrong Stand 
weele! year 
alter year 


The most important factor 
governing the choice of an ad 
vertising gift is to ensure that it 
stays permanently on the Man- 
aging Director's desk not rele 
gated to the General Office after 
a few days’ use. The System Desk 
Diary is the ideal device, 


supremely useful, remarkably 
effective and inexpensive, it is the 
most referred to item 
equipment, 
and services prominently 
played before your 
throughout the entire year. 


WITHOUT OBLIGATION 


Write to-day for leaflet and quotation to: 
SHAW PUBLISHING CO., LTD., 180 Fleet Street, E.C.4. 


dis- 


of desk ; 
keeping your name | 


customers 
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Employment figures put textiles 
second to engineering 


towns, a way that fits in with the 
Yorkshireman’s high regard for 
solid worth, is in terms of the 
rateable value of their property. 
Taking the rateable value of in- 
dustrial property as a proportion 
of the whole, the degree of in- 
dustrialisation in each town can 
be worked out. One thing this 
serves to show is how much more 
industrialised Bradford is than 
Leeds, Industry in Leeds is more 
evenly balanced by commerce. 
The most highly industrialised 
places jn the conurbation are 
Spenborough, Rothwell, the 
Colne Valley, Elland and Denby 
Dale. 


Different 

specialities 

West Yorkshire is so much the 
home of the wool industry that 
we are sometimes inclined to 
lump it all together as “the wool 
towns.” But like the Suffolk 
villages, where the wool trade 
first grew up in this country, the 
Yorkshire wool towns have 
branched out into different 
specialities and cater for different 
markets. By and large the towns 
from Bradford to the west make 
fine worsteds, among them the 
famous “Huddersfield cloths,” 
while cheaper woollen goods are 
produced in the eastern part of 
the area. Then, too, there are 
towns like Spenborough, that 
ought by its situation to be a nor- 
mal wool town, but is chiefly 
known for the manufacture of 
carpets and wire ropes. Engineer- 
ing is widely scattered through- 
out the main towns, with some 
specialisation. Leeds, as the 
centre where wool textiles are 
made into clothing, and an im- 
portant site of many other indus- 
tries, rounds out the economy of 
West Yorkshire 


Textiles second 


in importance 


Table II gives a bird's eye view 
of West Yorkshire industries in 
terms of occupations. It will be 
seen that among men engineering 
and metal-work are the chief 
occupations, with textiles second 
in importance. Paradoxically, 


' about 12,000 men inside the con- 


urbation are engaged directly in 
agriculture. This again em- 
phasises the difference between 
West Yorkshire and some of the 
more densely packed conurba- 
tions. 

East of a line from Leeds to 
Wakefield a good deal of coal- 
mining is carried on. The coal 
belt, stretching southwards, pro- 
vides the link with the steel and 
engineering centres of South 
Yorkshire. within the area 
bounded by Barnsley, Doncaster 


I—POPULATION DENSITY 


Popu 
lation 
Conurbation | (000's) | 


\A reain Persons 
acres | per 
(000's) | acre 


West Yorkshire | 
Greater London | 
South-East | 
Lancashire 
West Midlands 
Merseyside 
Tyneside 


692 | 308 
3 . 


1, 
8, 46 


i 


1I—OCCUPATIONS IN 
YORKSHIRE 


Occupations 


Metals and engineering 

extiles 

Other manufacturing 

Mining and quarrying 

Building, contracting et 

Transport 

Commerce and professions 

Clerical 

Misc. unskilled 

Others (agriculture, pe rsonal 
service, storekeepers etc.) 

Not we orking, retd. .. . 

TOTAL 609 (100°, 

Females 

Occupations (00's) 

Textiles 

Tailoring ete 

Other manufacturing 

Personal service 

Clerical oe 

Commerce and pre fe: ssions .. 

Others 

Not working, retd 


roTAL 728 (100°, 


and Sheffield. West and South 
Yorkshire make up one more or 
less continuous built-up = ares. 
Both lie inside the West Riding 
and are therefore grouped to- 
gether in most official statistics. 
From some points of view they 
might be treated as a single mar- 
keting area, but only because of 
their geographical proximity. For 
while West Yorkshire looks to 
Leeds, South Yorkshire looks 
mainly to Sheffield, a city whose 
population of $12,000 makes it 
slightly the larger of the two, 
though not, of course, as great a 
shopping or commercial centre. 


High level 
of confidence 


What of the present outlook 
for these great industria] areas of 
the West Riding? 

The wool trade stands at a 
higher level of confidence than 
for some time past. Production 
in the mills has got back into its 
stride after the recession of the 
past two years. Many firms now 
have their order books filled for 
several months to come. 

Perhaps the most important 
reason for the recovery of trade 
is that stocks in the shops had 
been allowed to fall to a danger- 
ously low level, owing to general 
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The Census 
and Sheftheld 


The city of Sheffield alone has a population of 512,834. 
It is the fifth largest city of England. Its high percentage 
of employed males over 15 (90-1; national average 87-9) 
makes it even higher than fifth in industrial and wage- 
earning importance. So does its unusually high propor- 
tion of married people, which at 53-3%, instead of 50-6, 
is markedly higher than that of any of the four larger 
cities in the country. 


On these facts alone, the Sheffield area must not go 
under-represented on any advertising schedule. Two 
Kemsley newspapers with a total net sale of almost 
300,000 publish in the city. Their intensity of coverage 
and specialised regional appeal make them an indispens- 
able part of any campaign. 


Sheflield Telegraph 


The Star (Sheftiela) 


KEMSLEY NEWSPAPERS 


Sheffield 


London 
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ADVERTISER'S WEEKI ¥ 


30 Years of 


CONTINUOUS 


Advertising 


EVERY WEEK for the past 30 years the 
firm of Jesse Stephenson Ltd., provision 
dealers, has had a minimum space of 
40} s.c. inches. From its small beginning 
this firm has today 54 branches and 
bakehouses in Farsley and Doncaster. 

And yet the ‘NEWS’ is the ONLY 
weekly newspaper published in the 
district ! 

Messrs. Stephenson know the “pull"’ 
we exert—may we help you in your 
next campaign ? 


PUDSEY & 
STANNINGLEY NEWS 


*NEWS’ OFFICE, LOWTOWN, PUDSEY 
Tele. : 3050 PUDSEY 


14. 
4 per single column inch 


ensures your advertisement entering 1,000 
homes in the thickly populated area of 
the West Riding of Yorkshire, if you use 


The 
Wakefield Express 


Series 


A.B.C. Certified Sales 


63.6238 


COPIES WEEKLY 
Oct. 1952 — Mar. 1953 


Flat Rate 18/6 


Head Office 
4 6 Little Westgate, Wakefield 
Tel. 3184 


London Office : 
Mr. E. J. Wills, 118 Fleet St. 
Tel. Central 2715 
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Britain’s continued leadership 
in world wool trade 


anxiety and uncertainty about the 
future. So when public demand 
picked up again last autumn 
there was such a heavy rush to 
re-stock and such large gaps to 
he filled that business is still brisk 
for this reason alone. 

In addition there are the extra 
demands of Coronation Year. 

A third factor said to be 
operating, and one that holds the 
best augury for the future, is that 
the resumption of large-scale 
world buying after the recession 
shows Britain still in the lead as 
the producer of high grade 
woollen goods and fabrics, 


Labour 
shortage 


Now that trade has recovered 
there is needless to say a labour 
shortage in West Yorkshire. This 
seems to be the inevitable alter- 
native to a recession in British 
industry to-day. The brightest 
side of the picture is that 14,000 
textile workers have been re- 
absorbed since June of last year. 
This still leaves a shortage of at 
least 6,000 workers, and more 
might be absorbed if they were 
available. 

Reports on steel] production are 
also encouraging, though no one 
at the present time has any 
worries about recessions in steel 
Sheffield produced more steel than 
ever before in 1952 and will no 
doubt make its full contribution 
to the national increase of a mil- 
lion and a half tons forecast for 
1953 


Materials 
shortage 


Engineering in Yorkshire con- 
tinues to be hampered by short- 
ages of labour and materials and 
has to Work against the increasing 
pressure of foreign competition. 
It was reported recently that one 
Sheffield engineering firm alone 
had export orders for £5 million 
on its books that were seriously 
jeopardised by a shortage of 
skilled workers. None the less. 
difficulties so far have for the 
most part not proved insuperable 
and increased steel supplies may 
help to make things easier. 

The best index to all kinds of 
industrial activity in Yorkshire is 
that towards the end of 1952 un- 
employment in the East and West 
Ridings stood at only 1:4 per 
cent. Nowhere, apart from the 
Midlands, were the figures more 
favourable. 

Apart from the areas we have 
already reviewed there is only 
one other in Yorkshire that 
counts industrially speaking 
(until one reaches the north 
around Tees-side), and that is the 


port of Hull on the east coast. 
Hul! has 299,000 people and a 
working population of 128,000. 
Inland waterways bring Hull into 
easy contact with the West Riding 
and ensure the cheap transport of 
coal and wool, At the same time 
the port helps to serve and is 
served by Yorkshire’s 2,400,000 
acres of farmland. 

The City of York, at the junc- 
tion of the three Ridings and a 
county on its own, is remote from 
the main centres of industry; 24 
miles separate it from Leeds and 
they are 24 long miles. York has 
a population of 105,000. But 
though it is the centre of various 
manufactures, including choco- 
late, its function is primarily that 
of a county town in close touch 
with the countryside. 


Minor 
conurbations 


It is sometimes difficult to 
assess the importance of indivi- 
dual towns in an area in relation 
to their surroundings. Particularly 
does this apply in heavily indus- 
trialised parts of the country 
where one small place runs 
straight into the next without any 
noticeable break. It has been 
suggested that Yorkshire should 
be split into five basic marketing 
areas: The West Yorkshire 
conurbation already described, 
South Yorkshire, Hull and 
district, York and the agricultural 
area it covers, and the sea coast. 

Marketing orientation is par- 
ticularly difficult in South York- 
shire and it is as well to try and 
split the area into little conurba- 
tions. This will give us something 
like this: 


Sheffield and District 
Sheffield $12,834 
Rotherham 82.334 
Rawmarsh 18,793 


613.961 
Barnsley and District 
Barnsicy 75.625 
Darton 14,400 
Dodworth 
Worsborough 
Hoyland Nether 
Wombwell 
Darfield 
Cadworth 
Royston 


Doncaster and District 
Doncaster 
Bentley with Arksey 
Adwick le Street 


120,530 

Dearne 
Swinton 11,922 
Conisborough 16,412 
Mexborough 18,965 
Wath on Dearne 13,927 
Dearne 24.253 


85,479 
Continued at foot of page 562 
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ww | {| cat Have you ever seen a graph as astonishing 


as this ? It shows what happened when the 


- 
Kore 
; Or d ct Korean war broke out—how eager 
a 
al gZ a world buying rocketed wool prices to 


fantastic levels. Then prices dropped, stocks 
to had to be digested, and the result, in 


| 1952, was recession in the wool trade. 
Woot... 


...now Yorkshire forges ahead again 


Yet today, already, there is full activity for practically every operative 


and mill in the county; production is sold well ahead, output is rising, 


wool prices are relatively stable. Striking evidence of the strength 


and soundness of this great market is that even in a year of textile 


recession (1952), Bradford savings increased, 6,000 new savings 


accounts were opened and Bradford bank turnover was fourth largest 


in the provinces! 


The best media for your advertising? The Yorkshire Observer and The 


Telegraph & Argus, both Bradford journals offering rich results at very 
reasonable rates. 


Dorkshire Observer 


Celegraph & Argus 


Head Office: —HALL INGS, BRADFORD, 1, Tel: BRADFORD 29511 


1950 1951 1952 


FRNEST LUMSDON: London Advertisement Director 


@. | WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
wp? ; 167-170 FLEET STREET, LONDON, B.C.4. TEL: CENIRAL 3265 
- Leeds Office Manchester Office 
11, ALBION PLACE, 1 FEDS, 1. TRI: LERDS 24998 MIDLAND BANK HOUSE, 26, CROS* vERT, MANCHESTER 2. TEI BLACKIRIARS 494 
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ADVERTISER'S WEEKLY 


Nothing 
succeeds 
like 
service 


_.. AGENCY is | 


founded on the policy of 
serving a few important 
advertisers and serving 
them extraordinarily well. 
We give each client more 
than the average in time 
and thought and care ot 
detail. If you are in- 
terested in this kind of 
hard-working, sincere and 
friendly service we should 
like to send you our folder 
or meet you to talk the 
matter over. 


STONEHOUSE 
ADVERTISING 


LIMITED 
MALSTON HOUSE, HULL 


East and West Ridings 
Of Yorkshire! 
North Lincolnshire? 


Your campaign is not 
complete without the 4 
papers comprising the 


GOOLE 
TIMES 
Series 


(Est. 1853) FRIDAYS 


@ GOOLE TIMES 

@ SELBY EXPRESS 

@ HOWDENSHIRE GAZETTE 

@ DONCASTER & THORNE 
ADVERTISER 


Head Office : 
“Times”’ Buildings 
Goole, Yorks 
Tel. : Goole 266/7 
London Office : 
E. W. PLAYER LTD. 


30/32 Fleet Street 
Tel. : Cen. 2786/7/8 
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WEST YORKSHIRE CONURBATION 
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Division boundaries and sub-division boundaries 


1 Industrial, commercial and older, residential district of 1. Queensbury & Shelf U.D. 
are: larger towns. 
_ 2. *k ike UD. 
Il Transitional areas of mixed development: smaller towns ae ee 
II] Suburban fringes of larger towns 3. Horbury U.D. 


IV Rural-residential districts and smaller industrial centres 


SY ORKSHIRE’S MINOR 
CONURBATIONS 


Continued from page 560 
For the West Riding (excluding 
the Sunderland area) we get this 
situation: 
Castleford and District 


HOUSE TO HOUSE 
SALE 


in the thriving textile COMB. RATE Pontefract P 23,173 

EACH and farming area around * Featherstone 13,925 

3d. the Holme Valley (pop- Ss) amnesic E ae 
WEEKLY PER 1” S.C. Normanton , 

viasion SOAS) Castleford 43,116 


Harrogate and Knaresborough 


The Holinticth LErpress 109,290 


Harrogate ‘ oa 50,454 


The Honiley & Meltham Erpress Knaresborough 8.393 
Proprietors: ELI COLLINS & CO. LTD. $8,847 
Head Office: “EXPRESS” Office, Holmfirth Phone 50 Grams ‘‘Express’’ Holmfirth Goole , 19,227 
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Press Date Ordinary Advertisements April 20 


Published by 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, E.C.1 
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ADVERTISER'S WEEKLY 


The ‘‘Newer Look’’ for 
your Posters 

Brings increased acceptance of both your 

poster and your product at no extra 


charge in N. & N.W. London. 


G. F. KRUSE LTD. 
HARROW BILLPOSTING COMPANY 
HENDON BILLPOSTING COMPANY 
PADDINGTON ADVERTISING COMPANY 


37 SPRING STREET, W.2 
PADDINGTON 0186 


MANCHESTER BILLPOSTING CO.L™? 


29 BOOTLE STREET + DEANSGATE +: MANCHESTER 2 


The ‘* Newer Look’’ for 
your Posters in 


N. & N.W. LONDON 


PADDINGTON 0186/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 


POSTERS 
all over the 
country 


For 112 years Sheldons have planned 
Poster Advertising and know how 
to obtain the best effects, how much 
it costs, where money can be saved 


and the suitability or not of the 


' designs to be used. They are the 


people to consult about Poster 
Advertising. 


SKeldons Its 


Established 1840 
SHELDON HOUSE, QUEEN ST., LEEDS, 1. 
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STUART LEWIS LOOKS AT POSTERS—and answers the art 


\DVERTISER’S WEEKLY 


itic who looked too 


rJXO attack the modern poster 
on aesthetic grounds is as 
casy aS poking fun at Holly- 
wood or satirising the village 
féte. Yet in the cold, hard 
world of competitive selling, 
some of the most effective 
posters are still minor works 
of art, even if others are ugly. 
sordid, or just plain stupid. 

Critics should recognise that 
however excellent the design, or 
however excruciating, the primary 
aim of a poster is to persuade 
and not to please. Indeed, more 
often than not, posters are 
obliged to adopt the somewhat 
robust methods of the street 
trader: they must talk loud and 
fast before customers move on. 

In a recent article in the Man- 
chester Guardian on “The Decline 
of the Poster,” Stephen Bone re- 
called the past glories of the nine- 
teen-twenties and deplored the 
generally low artistic standard of 
poster to-day. Describing the 
retrogression he wrote: “ 
those who sold tinned foods, 
toothpaste, aperients, cosmetics, 
whisky and cigarettes . . . re- 
mained in most cases completely 
indifferent {to the influence of 
Frank Pick|, and the elephantine 
bottles, tubes and tin cans be- 
came even more tedious as the 
draughtsmen who produced them 
achieved fresh triumphs in thei 
dismal trade.” 

And he went on to say that 
nowadays “no commercial firm 
is producing such good posters as 
the old Shell ones, the huge out- 
put of Government advertising 
hardly ever reaches the standard 
of the Empire Marketing Board, 
the very traditional advertising of 
British Railways seldom arouses 


a warmer feeling than that of 
respect, even the Underground 
has had some regrettable 
lapses. eo 


It is not surprising that Howard 
Wadman lost no time in replying 
to Mr. Bone’s article in a letter 
which posed the old and more or 
less unanswerable question: 
what is a g00d poster? He rightly 
asserted that the only criterion of 
the “goodness” of a poster is its 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


effectiveness in persuading the 
public to some course of action. 
Moreover he pointed out that 
people in the advertising business 
“who care for cultural standards 
(quite a few) are set a nice prob- 
lem by the known and measur- 
able response of the public to 
desien that is aesthetically bad.” 

While | understand the nostal- 
gia of Mr. Bone and acknow- 
ledge the scientific approach of 
Mr. Wadman, I feel that there 
is more to be said. 

First of all. people in the ad- 
vertising business should not be 
unduly influenced by the public 
response to bad design, any more 
tran they should be overburdened 
by their own respect for cultural 
standards. ‘The trouble ts that 
many advertising people are far 
too self-conscious about their 
craft, too prone to glancing into 
mental mirrors. When confronted 
with a mass-market product they 
are apt to say to themselves, 
“This is a down-to-earth, words- 
of-one-syllable, — primary-colour 


problem. Let us beware of cul- 
ture creeping in!” 
In other circumstances they 


Colourful aid to a strong 
factual press campaign. 


and 


TEMPLE BAR 2468 


112 HIGH 


HOLBORN 


Cheer up, Mr. Bone! Poster: 


are not as bad as all thai 


become so dazzled by design, so 
punch-drunk with prestige, that 
they are blind to the main pur 
pose of the advertising. 

That is why our old friends 
“hard-selling” and “prestige” are 
the most misleading labels that 
can be attached to posters or any 
other form of advertising. Many 
so-called hard-selling posters arg 
merely dull or irritating; many 
prestige posters sell very hard 
indeed. In short, posters either 
do their job or they don't, they 
are either good or bad. It is just 
as simple (or as difficult) as that 


* * * 


NE poster which does a hard 


job extremely well is the 
familiar HP Sauce design by 
Karo. By the neat elimination 


of the lower portion of the bottle 
the artist has avoided producing 
“just another sauce poster” and 
has at the same time retained the 
essential and recognisable charac 
teristics of the product. ‘The 
slogan “improves all meals” 
the only wording on the poster 
is clearly displayed and could 
not be missed by the least recep 
tive eye. In fact this poster has 
solved the problem of “product” 
advertising most skilfully 


* ¥ ¥ 


HE new Rayon poster by 
Werner lends colourful aid 
to the strong and factual cam 
paign in the press. Basically it 
is a well-designed vehicle for the 


slogan “It's Rayon this year!” 
Yet when seen in its natural 
setting—-surrounded by posters 


which either say too much, too 
little, or nothing at all-—it is a 
gem. ‘This poster demonstrates 
that the clever use of several 
shades of one colour can produce 
a design which in any mixed dis 
play of posters steals the show 
Here the colour js green. The 
girl in the flowing emerald dress 
has gloves of a darker green 
The flower which she holds to 
her face is greenish yellow and 
the predominant colour in the 
background is green 


Everyone interested in design 


ORO 


Stuart Lewis has been able to tear 

his eyes away from the Slix 

hathing belle (illustrated on page 

566) to observe the eager turning 
of men's heads . . . 


should see this job and study its 
subtle composition and colour 
balance. Incidentally I hope it 


catches the eye of Mr. Bone. It 
may cheer him up. 
* ¥ * 


ERTAINLY 1 am not alone 
in having noted the keen 
male interest in the Slix bathing 
belles on Underground escalators 
More than once | have observed 
the eager turning of a head, the 
nudging of a companion and the 
subsequent sniggering, Few men, 
it appears, can resist the aggres 
sive allure of these shapely sirens 
just a little larger than life if 
not so real—-who not only beckon 
the weary traveller with eloquent 
eyes but somchow seem to ogle 
all over. 
Do they sell swim wear to 
women? Presumably they do, 
otherwise Slix would have pen 
sioned off their lovelies and 


Continued on page 566 
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Stuart Lewis looks at Posters—continued 


London Othee: 


ft 107 Fleet St. ECA 
Phone: Central 9179 


hig 


LARGEST WET SALE IN NORTHERN IRELAND EVERY MORNING 
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REAL CORONATION PHOTOGRAPHS 


now being supplied in large numbers by 


photowork 


will help stores, public authorities, factories | 


and clubs to celebrate this historic event 
Any size including giant enlargements from 
Baron, Karsh and Dorothy Wilding portraits 
Iustrated leaflet from PHOTOWORK LTD. 
Dept., A.W. Brighouse, Yorkshire 
Phone: 1240 Also 73 Baker St., London, W.1 
Welbeck 0938 


A.B.C. 23,213 
The 


Largest circulation 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 
a 


Advertising Department 
Newspaper Representations Ltd. 
231 Strand, W.C.2 


Tel: CITy 5906 38A 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


L 


POSTER ADVERTISING 
ASSOCIATION 


‘These wheels can’t go round’ 
—says critic of B.I.F. poster 


idopted a new appeal! this year 
There is little doubt that women 
look at these posters and in some 
way identify themselves with the 
illustrations After all, what 
woman can honestly say that she 
objects to the turning of male 
heads as she passes by? What 
woman, as she disoorts herself 
on the beach, would not take a 
chance on the occasional wolf- 
whistle rather than pa-s painfully 
unnoticed? 
* * #* 


MINOMALOES, ripe and juicy. 
are flying across the seas to 
spatter the 1953 B.I.F. poster. 
A gentleman in Asia sums up 
the complaints in his letter 
“| have a chance through this 
letter to point out a technical 
mistake in the drawing of the 
letters B.LLF. made with toothed 
wheels, which is not worth the 
technical skill of the British 
nation, and a technical hand must 
point out the mistake, It is a 
simple phenomenon that when a 
toothed wheel is geared with 
another toothed wheel they move 
in the opposite directions. But 
when a third toothed wheel is 


On yy 
SWIM WEAR 


The latest Slix girl: Stuart Lewis 
had an extra look! 


geared with both of the former 

wheels, the third will have to 

move in both the directions at the 

same time, which ts impossible. 

and contrary to the “Keep the 

wheels moving’ campaign.” 
Direct hit? 


ROSNER THINKS POSTERS 
ARE GETTING WORSE... 


The argument started = hy 
Stephen Bone iy — spreading. 
Charles Rosner, joint editor of 
the “Graphis Annual of Inter- 
national Advertising Art,” in a 
letter to the “News Chronicle,” 
suggests that increasing competi- 
tion is responsible for the down- 
ward trend in artistic standard. 

He wrote: 

“Our streets were brightened 
during the Festival of Britain and 
they will be decorated in Corona- 
tion year. These occasions make 
us more aware of everyday con- 
ditions. 

“The appearance of houses can 
be improved by a coat of paint, 
but how are we to improve our 
posters? 

“The fact that the poster has 
been called the poor man’s art 
gallery was more due to Toulouse 
Lautrec and his inimitable poster 
art than to anyone else. His 
posters appeared on Paris walls 
in the leisurely days of gaslight 
and hansom 

“In England, the posters, un- 
fortunately too few, created by 
the Beggarstaff Brothers, ap- 
peared in a similar setting at the 
turn of the century. 

“The growth of cities and the 
speed of traffic reduced space for 
display and leisure for observa- 
tion. But a more intellectual and 
not necessarily a less pictorial ap- 
proach to the design of posters 
maintained their position between 
the two world wars. 

“With commercial posters at ; 


minimum and official posters at 
a Maximum during World War 
I], poster art flourished. In many 
quarters this was taken to indi- 
cate increasing standards of 
poster art in general. 

“In the days of economic boom 
immediately after the war, a great 
number of commercial posters 
lived up to these standards and 
to our hopes, but, with the in- 
crease of competition, the artistic 
leve] of posters is rapidly 
deteriorating 

“One cannot help asking the 
question why advertisers should 
think that people’s mentality or 
taste should change for the worse 
with changing economic con 
ditions.” 

* * * 


An interesting promotion 
folder designed to point out the 
advantages of outdoor advertis- 
ing to smaller /ocal advertisers 
Las recently been circulated by 
yheldons Ltd. It opens with a 
picture of a 6 x 16-sheet hoard- 
ing. This carries posters for three 
national advertisers and for three 
firms in the locality 

The folder explains: “To the 
residents in the district where 
these posters are showing, these 
names have become household 
words, just as the other three 
names have already become 
through poster advertising In 
their areas they serve an advertis 
ing medium in every way equal 
to the big spenders.” 
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‘Hard-headed advertisers needed 
much persuading of the value 
of colour posters—in 1892’ 


HEN, in 1892, Joseph 

Weiner started his printing 
firm and set out to sell colour 
posters to the hard-headed adver- 
tisers of that time, advertising 
was still in its infancy. 

Many firms had yet to be per- 
suaded that this so-called “aid to 
selling” had any virtues at all, 
even in its most inexpensive 
forms. Posters in colour were 
comparatively costly and there 
were but few hoardings on which 
they could be displayed. The 
custom was to “fly-post’” bills on 
any available space. 

This is described in a booklet 
published by J. Weiner Ltd. to 
mark their diamond jubilee. In 
it many interesting lights are 
thrown on the development of 
outdoor advertising and poster 
production. 

In 1904, for instance, the com- 
pany moved to a new factory. 
“At that time,” says the booklet, 
“much of the lithographic print- 
ing, in which the company 
specialised, was produced on flat- 
bed machines from stone, but 
there were already some_half- 
dozen rotary machines producing 

work from metal plates. Flat- 
bed machines and single-colour 
rotaries have long since given 
place to machines which print in 
two and three colours at speeds 
which in earlier years were 
beyond imagination. With the 
development of photo-litho- 
graphy, the camera largely re- 
placed the work of the artist, 
although the skill of the artist is 
still a vital factor.” 

Until 1908 Weiner had concen- 
trated all his energies on his 
printing business. But from that 
time, reports the booklet, he 
entered the advertising field with 
equal zest. 

In that year he contracted with 
Carter Paterson & Co., Ltd., for 
the display of posters on their 
vans. 

“Carter Paterson's were the 
largest carriers operating in 
London and the Home Counties. 
The hundreds of horse-drawn 
vans used in their house-to-house 
collection and delivery service 
formed an ideal advertising 
medium for reaching the house- 
wife. To this large fleet of 
vehicles were later added the 
fleets of vans belonging to 
Pickfords Ltd., Macnamara Ltd., 
and other well-known carriers 
throughout the country. 

“As an adjunct to van adver- 
tising, Joseph Weiner later intro- 
duced the ‘solus poster service,’ 
which offered advertisers indi- 
vidual poster positions outside 
retail shops in and around 
London, a forerunner of what 
to-day is called ‘point-of-sale’ 
advertising. 

“With the introduction of the 
cinema came a new demand for 
pesters Present day trailers 
were then unknown and the suc- 


cess of a film depended chiefly 
on pictorial! publicity—the better 
the poster the better the box 
office receipts. 

“During the first World War 
a large part of the company’s 
resources were employed on 
Government work—posters, pro- 
paganda material of all kinds and 
secret operational charts The 
urgency of some demands almost 
strained organisation to the limit. 

“It was not unusual for an 
urgent demand to arrive after the 
works had closed for the week- 
end, for 10,000 sixteen sheet 
posters to be delivered on Mon- 
day morning. 

“Every available 
transport was 
vice, the sta 


means of 
ressed into ser- 

collected and 
arrangements made for their 
meals and- accommodation, so 
that work could proceed without 


Interesting sidelights on _ the 
earlier days of outdoor advertis- 
ing are collected in a booklet 
issued recently by J. Weiner Ltd. 
Here are some extracts. 


interruption 
on time.” 

Two years after the war, 
Weiner’s were awarded the con- 
tract for the sale of advertising 
space in the Post Office telephone 
directories. This was an under- 
taking of quite a_ different 
character and demanded a large 
and separate organisation. 

At that time the Post Office 
issued 31 telephone directories. 
To-day, 144 directories are issued 
throughout the country, a total 
of over 7,100,000 copies. In 
connection with this part of the 
business alone, accounts are in 
operation with more than 40,000 
advertisers. 

Commencing in 1926, the 
company initiated _—_ classified 
(trades and professions) _ tele- 
phone directories in the pro- 
vinces. 

During the second World War 
the battle of print raged even 
more intensively. Government 
printed propaganda material 
poured from the plant and 
millions of Ordnance Survey 
maps were produced. 

“Despite the many changes in 
printing equipment and methods, 
the skills of the artist and the 
craftsmen remain the  funda- 
mental essentials in the produc- 
tion of fine print. It was the 
understanding of this human 
element,” concludes the booklet, 
“which brought about the establish- 


Delivery was made 


ment of a production unit whose 
responsibility it is to ensure that | 
all art work, whether created in 
the company’s studio or by asso- 
ciated artists and studios, is the 
best of its kind. Good print is 
inseparable from good art work. 
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On March 25th, our London Office 
Staff will leave 2! Bedford Street, London, 
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Largest Net Sale in Kent 
KENTISH TIMES — 


SERIES OF WEEKLIES 


Eight papers 


circulating 


in the prosperous 


residential and industrial territory of North West 
Kent. Intensive coverage in BROMLEY, SIDCUP, 


CHISLEHURST, 


ELTHAM, 


ORPINGTON, 


BEXLEYHEATH, ERITH, WELLING & DARTFORD 
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NET SALES A.B.C. 
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Head Office : 
Times Buildings 
Sidcup 
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London Office : 
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329 High Holborn, W.C.1 
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Founder Member London Suburban 
and Home Counties Press Group 


Largest Circulation 
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Essex County 
Standard 
series 
COLCHESTER 


45,941 (Sept. ABC) 


Annual of 
Advertising and 
Editorial Art 


Here ts the latest edition of this superbly 
produced annual containing the year's 
most excellent American advertising and 
editorial art. More than 350 outstanding 
examples of layout design and artwork 
for magazine newspaper and trade 
periodical advertising; booklets; direct 
mail; posters; point-of-sale, and the best 
ot fiction, non-fiction, general, pro.uct 
fashion-style, and humorous  iilustration 
are reproduced in this book-of-the-year 
for all concerned with creative work in 
either the advertising or publishing pro 
fessions 440 pages “0s net 


one of the outstanding creations 
in the graphic arts fields." World's Press 
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Telling the world 


Why we are proud of our 


weekly newspapers 
By WILTON EVAN 


HE repute and status of 

weekly newspapers in the 
life of Britain is emphasised 
in the British Council's “study 
boxes” on the press, now being 
distributed overseas. Some 50 
boxes are being sent, initially, 
to 21 countries. 

They are being distributed to 
groups of journalists and stu- 
dents, adult education groups, 
and others interested in studying 
the structure of the British press. 
British practice in regard to 
press freedom, and the establish- 
ment and safeguarding of journ- 
alistic standards. 

W. L. Andrews, editor of the 
Yorkshire Post, advised and assis- 
ted in their preparation. 

Each box has 15 copies of a 
booklet, edited by Mr. Andrews. 
on British newspapers, liberally 
illustrated, and containing chap- 
ters on news collection and pre- 
sentation, production, policy and 
ownership 

A copy of the report of the 
Roval Commission on the Press. 
and the booklet on the press, 
recently published by the News 
Chronicle in its “Background to 
the News” series. are included. 
as are copies of national dailies. 
Sunday. provincial morning and 
evening and local weekly news- 
papers 

There are two film strins, one 
on the “Local Newspaper” taken 
from the C.oT. film of that name. 
which features the Newhury 
Weekly News, and the other on 
Fleet Street 

Among several wall charts is 
one “Country Editor,” produced 


by the C.o.l. and = featuring 
Hervey Benham, editor of the 
Essex County Standard, a section 
of which is illustrated above. 
Would not a local adaptation of 
this wall chart be an excellent 
piece of self-promotion? 

* * ’ 
ALREADY a number of weekly 
newspapers are producing a 
variety of interesting tic-ups with 
the Coronation. 

The Walthamstow Guardian 
and the West Essex Gazette pub- 
lished souvenir supplements in 
three colours, the front page of 
which was a specially drawn 
portrait of the Queen by L. H. 
Shepherd. Special prints on 
quality paper were offered, at 
one shilling each, for readers 
wishing to frame them. The 
supplements recalled royal visits 
to the districts in which the 
papers circulate. Incidentally the 
Guardian reprinted as a perm- 
anent record, the story of the 
Fast Coast floods—their area 
received hundreds of refugees 
and of Walthamstow Avenue 
football club’s epic battles in the 
F.A, Cup. 

* * * 


A CORONATION gardens com- 
petition has been launched by 
the Stockport Advertiser to en- 
courage householders to brighten 
up the town for Coronation 
week by providing floral displays 
in their gardens fronting public 
highways or. where no front 
garden space is provided. by 
planting window boxes and main- 
taining hanging baskets 


A double-page spread in the 
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Widnes Weekly News, entitled 
‘Coronation Souvenir,” urged 
readers to “make Widnes a town 
of which to be proud in this 
memorable vear.” Advertisers 
stressed lovalty and service in 
thei announcements The 
editorial stated: 

“Coronation year provides 
an excellent opportunity for us 
in Widnes to show our loyalty 
to our own town by continu- 
ally workine for its betterment. 
Widnes is a_ great industrial 
centre already, and there is no 
reason why it should not 
hecome an attractive and pros- 
perous shopping centre as well. 
It is up to the people to spend 
their money in the town, and 
vo help the shopkeepers to 
play their vart in its future 
expansion and development.” 

. 


, ¥ 


benwick LID. Court dress- 
makers of Newcastle and 
London. advertised Coronation 
robes ins the Northumberland 
Gazett reproducing a_ letter 
from their founder to titled 
clients at the Coronation. of 
Edward VII. and a full length 
drawing of a robe authorised for 
use, at the forthcoming Corona- 
tion. by a Viscountess or Baro- 
ness. 

This was not just prestige 
advertising. All peeresses do not 
live in London. 

* ¥ * 
weekly 
centres, like Man- 
chester and Blackburn-— where 
the Manchester City News and 
ithe Blackburn Times respectively 
have been producing some well- 
planned composite pages —can 
find the holiday theme a good tie- 
up. Why not the papers at seaside 
resorts? 

At first the idea savours of 
taking coals to Newcastle. Ex- 
amined further it has distinct 
possibilities, Some of them were 
exploited. recently, by _ the 
Whitley Bay and District Weekly 
Guardian, which devoted three 
pages to the job of helping land 
ladies and hoteliers to prepare 
for a bumper season. What an 
immense field of potential rev 
enue now opens up, with every- 
thing from furnishing, catering. 
interior decorating, to high-speed 
laundry service Several good 
lines at Whitley Bay: “Your 
guests expect TV.” from a local 
radio dealer. “Make wet weather 
bearable by installing a modern. 
clean-burning fire in your 
lounge.” and “Hoteliers will find 
that Saturday morning = rush 

-asier with a Hoover or Flectro 
rm 7 


Not ONLY the 
in industrial 


papers 


* * 


Last year, for the first time, 
the Wythenshawe Recorder took 
the bold step of producing a Year 
Book for the Wythenshawe and 
Northenden areas. It was a suc- 
cess and now they have issued 
an enlarged and revised edition 
for Coronation year with well 
over 100 pages. 

The editor explains in an 
introduction to the second 
edition: “In such an area where 
roads, buildings. population and 
social organisations are growing 
by leaps and bounds its need is 
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more than cver emphasised; it is 
enough to say, for example, that 
the street's directory in this issue 
has over &) more road names 
than appeared last year and the 
map has been brought up to date 
to correspond.” 

This usetul booklet is the kind 
of publication that the majority 
of people living in this rapidly 
expanding neighbourhood — will 
want to have in easy reach all 
the year round. If they need the 
address of a chimney sweep, the 
name of the secretary of the 
darts team at the “local.” or the 
telephone number of the nearest 


Following the publication in the 
“Brighton and Hove Herald” of 
the latest information concerning 
the B.B.C.’s new booster station 
at Truleigh Hill, dealers in the 
Brighton area have handled 
orders for new sets to the value 
of at least £10,000. One Brighton 
firm had more than 100° sets 
ordered in three weeks. 


midwife, they will turn to the 
Wythenshawe = Recorder Year 
Book. 

* »* * 

A POUR-PAGE 
sepia and blue, 
the Broadstairs 
Mail to 
jubilee. 

“Why were we called the 
Mail’ asks the lead article; and 
it gives this answer: “It is very 
probable it was out of compli 
ment to Lord Northeliffe’s Daily 
Mail. Northcliffe, as young Mr 
Harmsworth, had spent some of 
his early years in Broadstairs, 
where he founded Answers, and 
in 1896 brought the ‘new journ 
alism’ to the reach of a large 
public, hungry for a newspaper 
they could read. Seven vears 
later the proprietors of the 
Mail did much the same for the 
residents of the urban districc.’ 

¥ * ¥ 


THouGH “marriages may be 
made in heaven,” they take a 
great deal of earthly organising 
if the great occasion is to be 
carried out to the entire satis 
faction of those concerned, and 
particularly to the central figure 

the bride. 

This was the editorial theme of 
a feature page “Preparing for the 
Easter Wedding” in the Croshy 
Herald, supported by traders 
who normally provide wedding 
facilities. 


supplement, in 
was produced by 
and St. Peter's 
celebrate its golden 
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WELLINGTON JOURNAL 


& 


SHREWSBURY NEWS 
NET SALES 50, 134 weekty (Asc, 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (CENtra!2626) 


CANNOCK — 
yor ony 


CANNOCK CHASE ° 


STAFFORDSHIRE 


Seat nnn 
R 65,000 


1.OOO 


SQUARE MILES 


of prosperous industrial and agri- 
cultural areas of BEDS, HERTS, 
and BUCKS, with probably the 
lowest figure of unemployment 
in the country, covered by 


HOME COUNTIES 
NEWSPAPERS GROUP 


COMPRISING 


“The Luton News”’ 
“Beds & Herts Saturday Telegraph” 
“Beds & Herts Pictorial’ 
“West Herts Post”’ 
“Herts Pictorial’’ 
“Bucks Advertiser” 
ccotarpenden Free Press’ 

ble Boro G 
“Lele hton Buzzard Gtenrver”* 
“North Bucks Times”’ 
a District Gozette”’ 


45|- 


Rate Cards for individual 
papers on application 


A.B.C. Net Sales exceed 


126,500 


Represented in London by 


WILL KITCHEN, jr. LTD. 


131 Fleet Street, E.C.4 Central 1960 
Head Office 


MANCHESTER STREET, LUTON 
Phone : Luton 5050 


Advertisement Manager > C. W. Gilder 


egy 
: a 
INCH 


SELUTINT 


Shading Medium Transparencies © 


plain or self-adhesive, for 
direct application to com- 
mercial artwork, engineer- 
ing drawings, plans, maps, 
etc. Wide range of black 
and white tints. Screen 
area average 10° x 8. 
Send for pattern chart and 
samples. 


LANGFORD & HILL LTD. 


9 WARWICK ST. LONDON, WI 


GO AHEAD with thet Direct Mail cam 
paign to the Paper Making and allied 
Trades: you'll find all the latest British 
and forcian lists in the completely reviecd 
and greatly extended 1953 Paper Makers 
& Merchants’ Directory of All Nations 
1% post free ‘overseas 408.) from 
Business Publications Lid. 186 Fleet 
Street, London, E.C.4 
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SOE te LP ee 


defined area. 


@ just as the industries of 
Sunderland, West Hartlepool 
and Billingham are richly 
productive, so are the people 
responsive lo good Advertising. 


Penetrate 
County Durham 


through the Advertising columns of the 


SUNDERLAND ECHO 
NORTHERN DAILY MAIL 
ano BILLINGHAM PIRESS 


whose readers have confidence in 
their newspapers 


Full particulars of Circulation and Advertising Rates 


from LONDON OFFICE, 85 FLEET ST., E.C.4. Telephone CENtral 2845 | 


ASSOCIATED KENT 
NEWSPAPERS 


give new Intensity of Coverage in 
a solidly prosperous area 


The newly-formed Associated Kent Newspapers offer 
you by far the most intensive coverage of this sharply 
The wide variety of occupations in the area 
have one common characteristic: all enjoy a solid pros- 
perity and form a first-class market for consumer goods 
and services of every kind. These five influential news- 
papers should be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in all news- 
papers. 


CHATHAM'STANDARD (Tuesday !}d.) 
NORTH-EAST KENT TIMES (Tuesday 1!}d.) 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 
(Friday 3d.) 

EAST KENT GAZETTE (Friday 3d.) 


ISLE OF THANET GAZETTE (Friday 3d.) 
(All members of the Audit Bureau of Circulations) 


TRADE DISPLAY (Ordinary Positions) 38+ per single column inch 


Raie Card operative from 2nd March, 1953 


NET WEEKLY SALES 83,487 (Certified by A.B.C.) 


Associated Kent Newspapers 


Group Accounts Office’ 30 High Street, Chatham (Chatham 2213) 
Advertisement Represeniatives’ E. W. Player Lid., 30 Fleet Street, EC 4 
(Central 2786) 
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‘Keep advertising and sales 
promotion separate’ 


HAT much criticised indi- 

vidual, the sales manager, 
has become established as a 
central link in the chain of 
distribution and we now have 
the marketing manager who 
wields an even greater influence 
and whose functions are wider. 

The time when selling was a 
wholly physical operation carried 
out by the salesmen has long since 
passed. The modern salesman’s 
personal efforts are reinforced by 
market research, advertising, 
sampling, display services, sales 
promotion and many _ other 
devices that have been created. 

All this represents one of the 
major items of cost in almost 
every industry and must be 
efficiently planned and con- 
trolled. 

The success of a_ business 
depends upon the soundness of 
the sales policy. It has been said 
that if the directing policy is 
wrong, then executive effort can 
never be fully effective. 

What factors affect this sales 


policy? 
The first essential is to define 
the market. This consists of 


determining the size and extent 
of the market to be covered, 
whether national or local distri- 
bution is to be aimed at. Next 
for consideration are channels of 
distribution—the routes by which 
goods are to reach the consumer 
(through the wholesale trade; 
through the retail trade or direct 
to the consumer). 

Having made these policy deci- 
sions, the sales manager must 
consider seriously the cost of 
selling, the need for budgetary 
control. 

Budgetary control is to forecast 
what the net results of forward 
trading are likely to be. It seeks 
to evaluate the various items of 
cost involved in producing and 
selling a given volume of goods 
at a price which will, if the fore- 
casts are accurate, yield a pre- 
determined margin of net profit. 
The keystone of the whole struc- 
ture is the sales forecast. If this 
is not realised there is likely to 
be a deficit, or at best a nasty 
dent in the profits of the busi- 
ness. 

After dealing with various 
functions of the sales department 
(including market research, con- 
trol of salesmen, etc.), Mr 
Wheatley went on to define sales 
promotion 

It is difficult to lay down the 
precise scope of a sales promo- 
tion department. In practice the 
work is largely of an advertising 
character and in many businesses 
it falls among the functions of the 
advertising department. 

The principal medium of sales 
promotion is the printed word; 
sales circulars, pamphlets, sampl- 
ing campaigns, dealer aids, and 


sometimes special] offers are of 
the type of activity covered by 
the general description of sales 
promotion, 

In practice one of the reasons 
why it would be better to keep 
this section clear of the advertis- 
ing department is that sales pro- 
motion impinges very closely 
upon the salesman's work. Its 
purpose is to back up his efforts 
and it frequently involves some 
measure of control over his 
activities, 

In some cases the sales promo- 
tion department is responsible 
for feeding travellers with infor- 
mation, not only on the firm’s 
products but upon general trade 


A comprehensive analysis of the 
function of sales management 
was made by W. E. WHEAT- 
LEY, director, H. J. Packer & 
Co., Ltd., Bristol, at a recent 
meeting of Bristol and West 
Publicity Club. Among other 
things, he detailed his ideas on the 
functions of advertising and sales 
promotion and their place in the 
company organisation. 


developments. Another good 
reason for keeping the depart- 
ment separate is that sales pro- 
motion involves a direct contact 
with customers and I have always 
found it better to keep this 
responsibility within the sales 
organisation. The sales promo- 
tion departments are sometimes 
responsible for package design 
but I do not recommend it. A 
much more specialised approach 
is mecessary. It can deal with 
demonstrations, window display 
service, showrooms, works visits, 
and that much criticised form of 
benevolence, the so-called free 
gift scheme. 

Advertising should always be 
considered as a section of the 
sales department. In many large 
undertakings it is rightly a 
department on its own, staffed by 
specialists of wide experience, 
and there is sometimes a tendency 
to let it run too much as a 
detached unit. The advertising 
manager should be subordinate 
to the marketing or sales mana- 
ger, or at any rate their functions 
should be very carefully co- 
ordinated by some _ higher 
authority. 


The advertising department 
should be regarded as a service 
department with no executive 
authority outside its purely 
departmental operations. 

The advertising plan and pro- 
gramme should be framed to 
interpret the sales plan. In far 
too many cases the two are dis- 
connected, the objectives are 
confused and, lacking complete 
cohesion, neither effort is fully 
effective 
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~ ENLARGEMENT 
REDUCTION 


MULTIPLI 


to supply what you can do with, 


Mervac model will be best for your 
own work. Grant Production Co. Lid., 
4 Rathbone Place, London, W.1 


(Museum 8717) 


speak to Was 


when a facsimile copy of a document is needed 
number of copies; when photoprints are required 
a litho plate is wanted for the “ office offset” ; 
then there in its modest corner of your office is 


your Mervac, waiting like the barman at the nineteenth hole 


We can tell you which particular | 
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n sO many conferences 
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tious piece of printed matter : 
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product 


) printed matter at all — 


paper consultant early. 
wledge of papers, 

r possibilities, he can make 
nrich the effect of the 


wide and expert knowledge 


is freely and enthusiastically at your service. 


Telephone: CENTRAL 4211 + 19 New Bridge St., London, E.C.4 
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Little larger than a filing cabinet, 
easier t0 work than a typewriter. 
This is the Mervac Copier, the 
most compact member of the 
Mervac team and it never 
fluffs a shot. 
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Pulp prices 


more stable | 


Prices of wood pulp for the 
second quarter of 1953) are 
expected to show litle change 
145 10s £46 for easy ! eaching, 


£42 for strong sulphite, £53 £54 
for bleached kraft and £37 pei 
ton for unbleached kraft per 
ton in each case. Mechanica! pulp 
remains stable around £27 10s 
per ton 

Ihe fact that wood pulp prices 
have continued at the greatly 
reduced levels which were intro 
duced last year should enable 
prices of British paper also to 
remain reasonably — stable al 
though other cost factors coal 
for example, continue to go up 

In view of the lower and more 
stable prices for wood pulp, the 
Acting Controller of Paper 
(Hi G Paul), Ministry of 
Materials, announces that” the 
price ceilings on non-dollar pulp 
imposed last year no longer serve 
any useful purpose and are with 
drawn, The Government reserves 
the right to reimpose the ceilings 
should circumstances = warrant 
such action. 


Samples at a 
summer show 


Ihe Westgate-in-Weardale Show 
Society one of the biggest in the 
north of England will install in 
the homecrafts and home baking 
section of their Coronation yeat 
show on Saturday, August 22, ¢ 
gift stall staffed by their own 
stewards which will aim at intro 
ducing British manufactured 
articles to spectators About 
20,000 are expected 

The organisers will undertake 
to distribute free gift samples and 
reyister the names of the recip 
ients for transmission later to the 
sales departments of firms co 
operating 


—and a store in 
miniature 


\ store in miniature will be a 
feature at the Bath and West 
Show this year James Colmer 
ltd. the Bath departmental store 
will be the sponsors 

Colmer are taking one of the 
largest stands at the Bath and 
West. and J. J. Brennen, the 
firm's advertising manager, says 
that all departments of the Bath 
tore, except fashions, will have 
space to display their lines) This 
is the first time that such a com 
prehensive exhibit) has been 
entered in this type of show 


Compensation query 


Compensation will not be paid 
to advertisers because of the re- 
duced circulation of the Plymouth 
telephone directory, it was stated 
in a Parliamentary reply No 
distribution figure was cited in 
contracts, 


Commercial Artists 


$10 01 0 
61 CAREY ST.WC:2 PHONE HOL O77! 


STOKES & DE MILLE 
STUDIO 
for London’s finest 
FIGURE RETOUCHING 
7 Wine Office Court, Fleet St. E, 
CENtral 6656 


Cut-Letters 


General Printers 


lettering 


Cut-out relief lettering, 

ready gummed, 12 types, 3/16°-8" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, $.W.3. Tel. FLA 6816 
ORDER DEPT. 3All Saints Road, W./1 
Tel. PARK 943! 


Lettering = Packaging 


Design f [ Booklets 
Layout Folders 
FORUM ART SERVICE LTD. 


10-12 BURY PLACE, LONDON, W.C.1 


Ce 


=- — 


TUDOR ART AGENCY {TD 


representing 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 6841 CHAncery 3506 


Signs 


GLO-LITE SIGN CO. 
221 Pentonville Road, N.1. 
TERminus 3829 


Neon, day and night electric box signs 
Wood and metal letters, glass facias, 
etc 


1 — 1,000,000 Signs Supplied 


W. C ROBERTS (0. 


RUST SQ., LONDON, S.E.5. ROD 3768 
e 


SIGNS & PICTORIAL 
SPECIALISTS 


Silk Sereen Materials 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


tI! Wellington Road, South, 
Stockport. Tel. STO 3375 


Animated Displays 


ILLUMINATED 


MIRROR SIGN 


for POINT of SALE 
CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 
Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. Wembley7733 7734 


Packing 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 2461 


* FOR LITHO | 
iY CARTONS 
A —————ee 

Fhe Pachaging Specials 


TTS LTD. 
DUNS, SON & WA 
_ EPWORTH st, LONDON EC? 


OFFSET 
COLOUR 
PRINTING 


* 

H. MANLY & SON LTD 
19 FINSBURY ROAD 
WOOD GREEN ‘LONDON N 22 
BOWES PARK 3802 


* MiGnest Quatiry 
ComPETITIVE PRICES 


TRADE 
PRINTING 
LITHO 


Photo-Offset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
Ilustrated Catalogues 
Brochures, etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD., W.C.1. HOL. 9431 


THE CABLE PRESS 
OFFERS 


a first-class printing | 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


The Cable Printing & Publishing 


0. Ltd. 
62 DOUGHTY ST., W.C.1. HOL 7771 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


/~ SCOTTISH STUDIOS ~. 


( AND ENGRAVERS LTD ) 
OUBRIEN HOUSE (1% CLYDE ST GLASGOW 
ciry oes DUBRIEN GLASGOW 
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Exhibitions « Displays 


Silk Screen Services 


, : doubless 


At Pe RV Vest 
(S MENTISH TOWN ROAD LONOON NH / 


MODEL 


SCREEN MAKING 
\ DISPLAY & EXHIBITION 
cCOOK’S 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 


EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


Phone 


> BAYowater 2291-2 - 


J. WATSON (London) & CO. LTD. 
Displays in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 - Telephone SHE 4363 


The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas. Write for terms to 
CAMDEN PRICE TICKETS 

48 Westbourne Gardens, Hove 3, Sussex 

Hove 39684 
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SILK SCREEN 
PRINTER 
10 Many 


NAT ‘Ona, 


W.C.RAY MENT 
RAYSIGN WORKS 
DURHAM ROAD. LONDON.N.? 


ARCH Wary 8.3 8 


DISPLAY 

SUK SCREEN 
DESIGN 
TAWIBITION 


ADVANCE | 
PUBLICITY Ue 


\A9. WARDOUR SI. 
LONDON W\ 


GURRARD 8236 


\ 


‘16 HOLTON STREET 
LONDON, NI 


— sos 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 


BLACKFRIARS 0856 


THE EARLY FIRM 


SILK SCREEN PRINTERS 
HYPNOCOLOR 


15-16 Gough Square 
Fleet Street, E.C.4 
CITY 2787 


First in Fluorescence 


$73 


Silk Screen Services 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY © 


14 WENDELL RD 


LONDON. W.12 | 


POSTERS 
* CUT-OUTS.&: 


SHOWCARDS 
WINDOW BILLS 


LICENSED DAY=-CLO PRINTERS 


) obtain the 


Blocks & Dies | 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel diesfor metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 Est. over 40 years 


Direct Mail 


DIRECT MAIL 
PUBLICITY 


needs expert attention 
It pays to consult us 


Whether it is a complete 
campaign or a listing cover- 
ing either a village or the 
whole world we can handle 
it. 

NORMAN 5. GHOSH ORGANISATION 


(Dept. AW6), 26 Cumberland Street 
Stokes Croft, Bristol 2 


Miscellaneous 


To 
Authors 
Publishers 


Advertisers 


ADVERTISER'S WEEKLY 


New trends in 
export sales 


‘The principal asset of a first 
ass eXport sales manager is a 
estless, inquiring and enthusiastic 
vind.” Henry Deschampsneuts 
cad of the overseas department 
t &. C. Pritchard, Wood & 
Partners, told the British Sales 
Promotion Association 
On the sales side, he said, there 
was evidence of a new pattern of 
trade relationship between Britain 
ind her overseas) markets, in 
which partnership was taking the 
place of domination. 

The most up to date concept 
of export advertising seemed to 
best of both worlds. 
It was created and placed from 
Britain, but was interpreted in 
the local idiom by people on the 


| spot working under the guidance 


of the British advertising agency 


Survey shows 
how exports 
are suffering 


the Excess Profits Levy, 
coming on top of other heavy 
taxes on profits, is gravely harm 
ing British exports, an Aims of 
Industry survey states 

Of 100° firms, ranging 
shoe manufacturers to heavy 
epgineering and shipping con 
corns, 34 stated that exports were 
being hit, either because they 
could no longer finance long-term 
credit to their customers, or be 
cause they could nat afford new 
machinery to raise output and 
cut costs. Seventy-four said that 
they were being compelled to 
postpone, abandon, or scale down 
plans for development and re 
equipment 


from 


Circulation lunch 
and conference 


The annual circulation lunch and 
conference of Country & Sporting 
Publications Lid. (Sporting Record 
and World Sports), took place at 


Frascati's, in Oxford Street, Lon 
don 
In the absence of Harold ¢ 
Drayton, the chairman of the com 
pany, ews presided, and 
other directors present included 
| W. T. Mann, A. T. Chippertield, 
| Fh. M. Whittingham, A. J. Evans 
and R,. Richardson All the 


DORIEN LEIGH 


LIMITED 
and 


WwW. F. MANSELL 


Have over 200,000 
prints in their pic- 
ture library 


Enquiries at CEN 6444 
4/7 Red Lion Court, E.C.4 


(Continued on page 575) 


| including 


company’s area representatives at 
tended with head office executives 
Cecil Bear (editor of 
World Sports), Ray Marler (pub 
licity manager), Harold King and 
Geoffrey Gilbey 


. . 
Kensitas packing 
J. Wix & Sons, Ltd., manu 
facturers of Kensitas cigarettes, are 
exhibiting a packing machine at 
Selfridge’s in the houschold section 
lower ground floor. They also have 
The 
continue 
has been 
advertising 


a kiosk selling their cigarettes. 
exhibition, 
throughout 
organised 
manager, 


which will 
next week, 
by Wix's 
S. Wildman. 


Fe | | Pe 
ee 
; uw, 
ES TT RCE re acme RRR = I —— NB Dn 
NY TT ———— SOS AS ; y ; 
: a | | | 
; ° 7 
Be\ 4. | 
a ee ' Stty f..-.. ¢ ‘ice bh 
: 2 en ae te 
| ‘Cheeni ee : 
PRINTING AOVERT sens, 
Se 
— es | | 
( 107-171 — w2y) — 
~ F - RE BR nh ROR TRO eR IE 
| Pr of | i | 
Qa 
ee nn ej 
a | | 
Ss » | | A 
| 0 | 
Ne — ee 
| ve awe | es 
Rs p | 
| gw | | 7 
_ | = ‘ | f : : 
di ll . 
J Prive tocesses Yi $= oo 
‘ wait —— | 
y ; 
| es 
as | 
| i 
. ua | 
Pe ————————————— 
: Po 
. a jars. Bk a he ' eS : rr 


ADVERTISER'S WEEKLY 


574 


Tue overwhelming success of the 
Royal Arsenal Society in walking 
away with the Challenge Trophy and 
five diplomas in the Co-operative 
Union's Advertising Awards for 
1952, is a personal triumph for 41- 
year-old G. E. Page, the Socicty’s 
public relations officer. 

Mr. Page studicd advertising 
with the Regent Street Polytechnic. 
After gaining 
salesmans hip 
experience 


with a Lon- 
don tim of 
carpet and 


rug importers, 
he joined the 
Society in 
1930 and was 
only 20 when 
some  adver- 
tisements that 
he had pro- 
duced at 
home reached 
the notice of 
his then chief, 
Leigh Wain- 
wright, who described them as “the 
best bit of copy that has come out of 
the department in two years.”’ When 
Mr. Wainwright moved io another 
position, Mr. Page, then only 25, 
became advertising and publicity 
manager. After the war, from 
which he returned with the rank of 
major in the R.A.O.C., he was 
made P.R.O. 


ott 


A STALWART 
FOR ‘OLD BEN’ 


Tus week has seen a double 
move for Maurice Joslin, managing 
director and editor, National News- 
agent, Bookseller, Stationer. The 
N.N., which for years has been a 
neighbour of the Advertising Asso- 
ciation, has now moved to bigger 
offices at 149, Fleet Street. And 
Mr. Joslin has moved into the 
chairmanship of the committee of 
management of “Old Ben" (News- 
vendors’ Benevolent and Provident 
Institution), in succession to Richard 
Haynes (Gordon & Gotch). 

This chairmanship is held succes- 
sively by representatives of the 
publishing, wholesaling, and retail- 
ing interests. Mr. Joslin is held to 
come in the last category. He tells 
me that his Coronation Year appeal 
will be directed largely to the 
retailing side, through his journal 
and his contacts with the News- 
agents’ Federation. He will have a 
job to beat Mr. Haynes's achieve- 
ment—the second highest income in 
the history of “Old Ben.” 

Mr. Joslin first joined N.N. in 
1919 but subsequently worked in 
the wholesale stationery trade and 
in the head office of the National 
Federation of Retail Newsagents. 
He was invited back to the N.N. 
in 1936, joined the board in 1940, 


ADVERTISING MANAGER’S CORNER 


In! ——@Out! 


It’s just too easy for a bit of faulty timing to turn 
a promising campaign into a candidate for the 


rescue launch. 


That’s why it’s a Harris habit to be fussy about 
That’s why it pays to keep in with Harris 
if you want to keep out in front of the other boat. 


timing. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel.: REG 3295-6 


Just when the poor Ad. Manager 
looks as though he'd got his competitors licked all 
the way from Putney to Mortlake, he catches a 
crab and he’s up to the neck in trouble. 


At the annual meeting of “Old Ben.” ' 

(vice-president), the Hon, Lionel Berry (speaking), Lord Burnham (presi- 

dent), Richard Haynes (retiring chairman, committee of management), and 
S. C. W. Disney (secretary). 


Left to right: Reginald Bezzant 


became editor the following year, 
and managing director in 1949. 
Since the war he has visited the 


United States and Canada, studying 


trade conditions and contacting 
advertising and publicity clubs 
there. 


* * * 


CONGRATULATIONS to 
Montague Keen, editor, Fruit Trades 
Journal, on getting his first play not 
merely produced, but satisfactorily 
received by The Times and Daily 
Telegraph. Entitled “*The Gods Are 
Fragile” it is political in theme and 
dramatic in character. I hope that 
last week's tryout at the Gateway 
Theatre will lead to its being pro- 
duced elsewhere. 


Alan Hess is 
off again 


You ai, 1 expect, know the reply 
of the yoke! who was asked the way 
to Little Puddietown. ‘Well, zur, 
if Oi wanted to get to Little Puddle- 
town, Oi wouldn't start from “ere.” 
I was reminded of this when I read 
of the new motor jaunt which Alan 
Hess, P.R.O. of the Austin Motor 
Company, is to enjoy (?) in com- 
pany with two other drivers. In 
order to get to the “frozen north of 
the Arctic Circle’ at Jokkmokk, in 
Sweden, they are setting out from, 


of all places, “the heat of the 
Equator south of Entebbe in 
Uganda.” 

Aged 52, a past president of the 


Institute of Public Relations and a 
Freeman of the City of London, 
Mr. Hess seems unable to rid him- 
self of the habit ef driving enormous 
distances under gruelling conditions. 
“Scientific problems” is the excuse 


given. It seems as good as any 
other. The A40 Austin Somerset 
saloon started on its 7,000-mile 
journey on Tuesday. 
New director 
for CPV 


APPOINTMENT of John Pearce 
to the board of Colman, Prentis & 
Varley, marks his first entry into 
advertising as such, though natur- 
ally as general manager of Hulton 
Press he had a vast advertising 
revenue within his purview. His 
experience has been mainly on the 
editorial side of publishing, with 
Benn Brothers, ADVERTISER'S 
WEEKLY, National Trade Press, and 
Condé Nast. 

During the war Mr. Pearce rose 
to the rank of lieut.-colonel on the 
staff of the War Office. Not long 
after being released, he was made 
assistant general manager of Hul- 
ton's, whom he had joined in 1939. 


"Margaret of 
2ZB" 


Margaret Brinkman, who runs 
the women’s department of Voice 
& Vision Ltd., hails from New 
Zealand and last week marked her 
arrival five years ago in this country 
by staging a fashion parade of 
corsetry for the press and the trade 
at the May Fair Hotel. She is now 
handling publicity for Corset Week. 

During the war she was attached 
to the Royal New Zealand Navy 
doing cipher work. In her spare 
time she was a radio commere and 
was so successful at this that when 
VE Day came along she was 
snapped up by a Wellington com- 
mercial station to do a daily half- 
hour woman's programme in which 
she was affectionately known as 
“Margaret of 2ZB." 

But, in her own words, “‘like all 
New Zealanders I wanted to get 
about a bit and come to London.” 
On her way over she “dropped off” 


at South Africa for 15 months. 
During that time she became 
woman's editor of the Natal 
Mercury, one of her big stories 
being the Royal tour of South 
Africa. 


When she finally got to London 
she joined the Vogue Export Book 
and, later, Harper's Bazaar. 
has been with Voice & Vision now 


* for nearly a year. 


Television debut 


FRIDAY 13 was no unlucky day 
for R. Murray-Brooks. On _ the 
evening of that day he made his 


television debut—introducing the 
“Toppers About Town” pro- 
gramme. It was broadcast direct 


from the Washington Hotel, Curzon 
Street, London, of which he was 
appointed publicity manager on 


January 5. 
Contact 


WEEKS WISECRACK 


~ 


“All this fuss about chloro- 
phyll is beginning to get 
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J. J. McCann, managing director, 


Radio Review, Ltd., Dublin, had 
bunches of shamrock, packaged 
in Cellophane, flown to many 
agents and advertisers in England 
in time for St. Patrick’s Day. 

* * * 

Allan Baird, managing director of 
Decor, Contemporary Art & Design 
Ltd., will fly back from an exhibi- 
tion in Africa to judge a Coronation 
window display competition spon- 
sored by the Advertising Club of 
Oxford. 

* * * 

A suggestion that Royal Navy 
recruiting publicity should stress the 
pay benefits is to be considered. 

* * * 


Advertising on Liverpool Cor- 
poration buses produced £31,100 
last year. 

* * * 

The official red and blue Coro- 
nation colours are latest additions 
to the range of Dylon all-fabric 
dyes. 


‘Municipal bullying ’ 
“Possible touting for advertising 
by officials could casily become a 
form of municipal bullying,” stated 
a member of Bath City Council when 
a Suggestion that a new guide book 


should be published was referred 
back. 
* * 
On the ground that they would 


be detrimental to the character and 
architecture of the town, Dorchester 
Town Council have refused recent 


applications for fluorescent adver- 
tisement signs. 
* * * 
A souvenir medallion is to be 


given with Coronation boxes of 365 
handkerchiefs. 
* * * 
Publicity for London Transport’s 
Coronation plans will include two 
million “How to get there” maps 
printed in eight colours. 
* ” * 
Tex-press (the Drapers’ Record 
and Men's Wear) football team 
defeated the Golders Green Division 
of the Metropolitan Police on Satur- 
day 3—1. 


Anti-speed propaganda 
Anti-speeding propaganda is one 
of a number of measures recom- 
mended at a conference of road 
users and other national organisa- 
tions. 


* * 

The Advertising Association's 
staff outing took place last Thurs- 
day. A visit to the Adelphi 
Theatre to see the Jimmy Edwards 
-Vera Lynn show “London Laughs” 
was preceded by dinner and dancing 
at the Strand Palace Hotel. 

* * * 

The Scottish Whisky Association 
will act as hosts to members of the 
press, newsreels, broadcasting or- 
ganisations and photographic agen- 
cies covering the Queen's visit to 
Scotland in June. 

* * * 

There was a record attendance at 
the annual Stowe & Bowden dance 
this year. 

* * * 


Langford & Hill Ltd. are now 
agents for Selutint shading medium 
transparencies, 


@ continued from page 534 
More News 
About People 


Gerald Butler, director, F. C. 
Pritchard, Wood & Partners Litd., | 
sailed on the Queen Elizabeth for | 
New York on Saturday. He will 
join Sinclair Wood, who sailed a 
week earlier, in making a survey of 
modern American advertising agency 
practice. 

* * * 


Paul Short has been appointed 
general manager of Howards Press 
Advertising Lid., Manchester. Pre- 
viously he was group publicity man- 
ager for H. Fisher (Oldham) Litd., 
washing machine manufacturers. 
Joining Howards Press in Novem- 
ber of last year, he was initially 
responsible for the development of 
their public relations department. 


* * * 


H. Leary, manager of the Mills 
& Rockleys Lid. Cheltenham group, 
is Shortly taking over the manage- 
ment of the Coventry group. He 
will be succeeded in Cheltenham by 
C. D. Gammon, at present assistant 
manager in Bristol. 


* * * 


H. C. Wilkinson, studio manage: 
to Heslock Ltd., Leeds, is leaving 
them after tive years to take up an 
appointment with East African Ad- 
verusing Contractors Ltd. at their 
Nairobi office. He will be flying out 
with his family at the end of this 
month. 


* * 
The editor of Kinematograph 
Weekly, A. L. Carter, will visit 


South Africa during May to investi- 
gate and report on the scope and 


importance of the country’s film 
industry. 
* * * 
Peter Rouse, formerly assistant 


to A. R. M. Sedgwick, advertising 
manager, Gillette (Great Britain) 
Lid., has been appointed advertising 
manager, Noma’ Cosmetics, Ltd. 
(makers of Toni, Prom, and White 
Kain). R. M. Robinson jas been 
promoted from assistant sales man- 


ager to sales manager. Mr. Rob- 
inson joined Noma’s associated 
company, Gillette Industries, after 
the war as a salesman. 

* * * 


Kenneth Taylor, director, Foote, 
Cone & Belding Lid., leaves for 
America on Saturday, for a fort- 
night's visit to the New York and 
Chicago offices of F.C.B. Inc. 


Obituary 


J. de Rees 


John de Rees, managing director, 
De Rees Billposting Co., Ltd., New- 
port, died on Saturday, aged 70. 

Mr. de Rees, who was also a 
director of the Western Valley 
(Mon) Billposting Co., represented 
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& Su plies 


Continued from page $73 


Photographers 


Photographers 


LONDON ART SERVICE 
Ht Cs 


COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


SAME DAY COPY SERVICE 


Rents 


‘Chicheste 
hanctry WEL 


* Prove HOL’ BE669 


COLOUR PHOTOGRAPHY 


COLOUR TRANSPARENCIES 


COLOUR PRINTS 


COLOUR SEPARATION SETS 


PULITZER STUDIOS 
5 KENSINGTON HIGH ST., LONDON, W.8 


Western 2647 & 9592 


Color Photography 


rTupzrazoro 


Color Prints 
and 
Transparencies 
Creative Ideas 
for Advertising 


BREAMS BUILDINGS, E.C.4 
CHAncery 3416 


PHOTOGRAPHIC 


PRINTS 


Any Size—Any Quantity 


Write or Phone 


PHOTOWORK LTD. 


LILYWHITE LTD. 
73 Baker Street, London, W.! 


Tel. Welbeck 0938/9 


VERY RARE! 
* photographic’ 
RETOUCHING 


a ‘natural * retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.1 


Serta tones 


From postage stamp to poster 
im single copies of quantities 
SCOTLAND 
A. NIMMO 
13) Wilton Street, Glasgow, N.W. 
LONDON AREA 


ROBERT P. HYMERS LTD 
17 Clifford St., Wil MAY fair 6768-9 


NORTHERN AREA 
R. DIXON, 69 Albion Street 
Leeds, |. Tel. 25972 


Advertising Novelties 


Established |884 
000 norticuLTuRAL 


| 


PHOTOGRAPHS 


Wales on the council of the British 
Poster Advertising Association | 

He leaves a widow and 
daughters. The funeral was at | 
Llantarnan Newport, yesterday 
(Wednesday). 


J. M. Robbins 


The death has occurred of J. 
Macartney Robbins, of Terenure, 
Dublin, founder of the Irish Rail- | 
way Record Society. He was agent 
in Ireland for a number of leading 
publishing firms 


two 


OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. MALBY & CO 
19 Chelmsford , £18 


BUCkhurst 0222 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Ac papas) (TD. 
28a Basinghall St.. London. £ C 2 
MT repetitan V446-7 


ANGLO FANCY PRODUCTS LTO 
Manulacturers 


’  _Nwe 
Phones Hampstead SO$8 and Giadstune 6761 


ADVERTISING & CORONATION GIFTS | 
Goldblocking, Engraving and 
Photography to the trade. 


GOODWILL ADVERTISING 
4 Downham Read « London, NI 
Clissold 4386 
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Full page ad. in 
al . T 
‘Evening News’ 

On Monday the Evening News 
carried its first full page adver- 
tisement since 1939. “This marks 
yet another step in the vigorous 
development of new business now 
being undertaken by so many 
stores through the Evening 
News,” said W. D. Harbud, ad- 
vertisement manager 

On the front page was pub- 
lished a message’ from Trevor 
Bowen, chairman of John Barker 
& Co., Lid., stating: “We have 
headed this ‘Shopping News’ 
hecause we know that many 
thousands of our regular cus- 
tomers look to our advertisements 
in the Evening News to. assist 
them in their shopping. I think 
it is fair to say that the happy 
combination of our reputation 
with that of your great news- 
paper is justly regarded as a 
guarantee of quality and fair 
prices.” 

* # * 

Advertisement rates of Home 
Guard and Civil Defence Review, 
shilling monthly published — by 
Pennon Publications Ltd., London, 
have been reduced from £26 per 
page to £16; classifieds from 6d. 
per word down to 3d. and pro 
rata With the March issue the 
title style has been altered to give 
prominence to the words “Home” 
and “Defence.” 

* * * 

Price of Art & Industry will be 
reduced from 4s, to 2s. 6d. as from 
the May issue. 


PYTRAM 


for growing 
Sales... & 


An amusing 
figure moulded 
in One piece in 
Hard Rubber 
Compound 114” 
high, with relief 
and transferred 
lettering. It is 
finished in full 
colours and a 
bottle of the 
actual product 
is “held” in the 
hand. 


This is a section of the first full page advertisement carried by the “Evening 


” 


News, 


London, since before the war. 


# SHOPPING NEW 


FROM THE 
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BIGEASTORE 


LONDON ACCLAIMS PONTINGS 


as ‘The HOUSE for VALUE’ 
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Annual spring number of The 
Ironmonger has 394 pages of 
editorial and advertisements. For 
the first time in 93 years of regular 
publication, full colour is used in 
the editorial section. Some of the 
leading hardware manufacturers and 
suppliers who appear in the adver- 
tisement pages have had announce 
ments in every annual spring number 

* * d 

A 20-page supplement “Careers 
in Industry,” published by The 
Times last) Thursday, contained 
many advertisements from such 
concerns as Ford, LC.L., and the 
lron and Steel Federation, 


oy 


Send to-day for your copy of the 
illustrated Pytram Folder on ad- 
vertising models 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone : MALDEN 3225 7 


Man’s World is the title of a new 
monthly, the first issue of which will 
be published on April 18. It will 
be supported by national advertising 
and by a strong direct mail cam- 
paign. Selling price will he 1s. 6d 
and reproduction will be in colour 
throughout. Atlas Publishing & 
Distributing Co., Ltd., have been 
appointed trade distributors and the 
magazine is being sponsored by the 
Body Sculpture Club. A feature of 
the first issue will be a four-colour 
cover. Publishers are Men's World 
Publishing Co., Ltd., Success House, 
Surbiton. 
. . 

January sales of Newsweek Euro- 
pean cdition were 27,300, in 
increase of 3,500 over the previous 
three months 

. . . 

The annual “Fitting-Out" Num 
ber of Yachting World (Associated 
lliffe Press), published this month 
carries more than 250 displayed 
advertisements, some in two and 
some in four colours, and the an 
nouncements of approximately S00 
classified advertisers. 

* * * 

At a luncheon given by Sporting 
Life at the Savoy on Tuesday to 
stewards and members of the Jockey 
Club and the National Hunt Com 
mittee to mark the bi-centenary of 
the Jockey Club, A. C. Duncan 
(chairman, Odhams Press) who pre- 
sided, presented a silver salver 
made in 1753, to the Club. The 
toast of Sporting Life and th 
racing press was responded to by 
A. B. Clements, editor. The Duke 
of Norfolk and the Duke of Rich 
mond and Gordon were present 


Marcu 19, 1953 
Provincial Press 
. . . 
‘Birmingham Mail’s’ 
. 
20-page issue 

A 20-page Birmingham Mail pub- 
lished last Friday is claimed to he 
the largest normal issue of a daily 
or evening newspaper to be pub- 
lished in this country since before 
the war It carried more than 93 
columns of advertisements. 

In its diary feature the Mail told 
its readers that for twopence they 
had bought their share of 800 
miles of newsprint. The issue had 
absorbed 42 tons of newsprint. 
Five hundred and eighty stereotype 
plates had been used. 

It was also pointed out that it 
was just over 21) years previously 
that the paper had claimed a 
similar record. On March 4, 1932, 
they had produced an 18-page issue 
the largest they had ever run. The 
last 20-page issue of the paper had 
been on July 21, 1939 

The 93 columns of advertisements 
was made up with normal size 
spaces There was only one half 
page ad.—for Jas. Woodhouse, the 
Birmingham furnishers. 

* ‘* * 

Directors of the East Anglian 
Daily Times Co., Ltd., have decided 
to pay IS per cent commission to 
agents as from April 1. The 
company publishes the East Anglian 
Daily Times, Evening Star, Suffolk 
Chronicle and Mercury, Felixstowe 


Times and Suffolk County Hand- 
book. 


* * « 

R H. Penney, advertisement 
director, Northcliffe © Newspapers 
Group, has issued a folder contain 
ing 16 loose sheets each of which 
gives the certified net sale figure of 
4 paper in the group, a map of the 
area which it covers, and other 
information 

* * , 

Retailers’ advertisements occupied 
more than half of a four-pag: 
corsetry supplement in last Friday 
Bolton Evening News, timed to pri 
cede the National Corset Week now 
taking place. 

* * * 

The MMlustrated Leicester Chron- 
icle is) organising a_ best-looking 
children’s competition open to those 
born on or between the birthdays 
of Prince Charles and Princess 
Anne. 

. * * 


The Western) Daily Press js 
orgamising a £250 prize competition 
for the best Coronation © street 
decorations in Bristol. 


Ireland 
—— 

A special American edition of th 
Irish Independent was produced in 
honour of St. Patrick's Day. It 
included messages of greeting from 
both the Lord Mayor of Dublin and 
the Lord Mayor of Cork. The main 
Story on the front page was written 

Irish language—an English 
tion Was given on page iwo 
American Express and three 

leading airlines co-operated to en 
sure quick delivery and widespread 
distribution throughout the U.S 

. . . 


Ireland's illustrated weekly news 
paper, the Times Pictorial, is pub 
lishing a series of pen pictures by 
the international journalist, Kees 
Van Hock, of famous people includ 
ing the Pope, Peron and Nehru., 

m " ¥ 

The Bell, 13-years-old literary 
political and artistic review pub 
lished in Dublin, goes over in May 
to quarterly publication 
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To his proud father he’s 
a GOOD sport 


To his schoolmaster he’s 
GOOD for a hiding 


To his Mother, he’s as 
GOOD as gold 


<a 


ie 


To his employer he’s 
GOOD for nothing 


To his sister, he’s a 


GOOD “buy” 


To the advertiser he’s a GOOD . 
return for a wise investment. Advertisement Manager: George H. Phipps 

And in B.O.P. it’s an invest- 

ment which yields immediate LUTTERWORTH PERIODICALS LIMITED 
results and builds up an invalu- 

able fund of goodwill for the 4 Bouverie Street, London, E.C.4. 


Telephone: Central 1732-3 
future 
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The counter display box for a new 
Nivea line. 


Sun tan cream 


. 
,'‘Hfor Nivea range 

Space has been booked in the 
national press by Herts Pharma- 
ceuticals Ltd., makers of Nivea 
Creme, for a new line Nivea 
Sunfilta, a non-greasy prepara- 
tion for promoting sun tan. It 
will retail at 2s. 6d. per tube. 

The tubes have been packed in 
boxes shaded from pale cream to 
deep orange, designed to give a 
sun-glow effect. The same colours 
are used on the tubes. The boxes 
will be available for counter dis- 
play. The Sunfilta trade-mark 
is the head and shoulders of a 
bronzed girl in a bathing cos- 
tume. 

Trade advertisements will 
appear towards the end of April, 
and a colour filmlet starring 
Sally Ann Howes, will be used. 
Greenwood Advertising Ltd. are 
the agents. 


Back to nationals 


Pirelli tyres last week launched 
their first major consumer campaign 
since the war For several years 
Pirelli advertising has been con 
fined mainly to the motoring and 
trade press. 

Papers being used include 
national dailies, London and pro- 
vincial evenings and the motormg 
press, Dorland Advertising Ltd. arc 
the agents 


One for the garden 


Current Pimms No. 1 advertise 
ments are inviting readers to send 
for a free packet of Borage seed. 
The copy states that “Even a 
Pimm’'s is improved by being topped 
with a sprig of Borage. . . . Sow 
it about now; it will grow without 
attention.” Agents: S. H. Benson, 
Ltd. 


Current Advertising 


Poly 


The Polytechnic Touring Associa- 
tion account is moving to the 
J. Walter Thompson Co., Ltd. The 
switch will come in time for plan- 
ning the 1954 season. 

F.C. Pritchard, Wood & Partners 
Lid. have handled this account for 
nearly 30 years. A. E. Kirkham, 
Poly advertising manager, states 
that it is “just part of the company’s 
policy to make a change at this 
Stage’’. 

J.W.T. will be responsible for 
all Poly press advertising. The 
company's advertising department 
will be responsible for publications, 
display, film production, and press 
relations. 


Levér-Hulton link 
for gift scheme 


Advertising breaks this week for 
a new Lever gift scheme in connec- 
tion with Lifebuoy soap, Children 
who send a Lifebuoy soap wrapper 
will receive the first set of a series 
of Dan Dare interplanetary postage 
stamps, designed by Hulton Enter- 
prises, 

They will also be sent a folder 
for the stamps—there will be four 
sets altogether—and a letter “person- 
ally signed” by Albert Fitzwilham 
Digby, spaceman Ist class, batman 
to Colonel Dan Dare. Lintas Ltd. 
are the agents. 


Grape-Nuts will 
go up Everest 


Bird’s will be using large spaces 
in national newspapers to announce 
that the climbers on the new Mount 
Everest expedition are taking Grape- 
Nuts with them for “quick energy 
and concentrated goodness.” 

The campaign will include half- 
pages in the Daily Express. It will 
run in April and May. Preliminary 
trade press advertising has started. 

Young Rubicam Ltd. are 
handling the scheme. 


Big scheme for new 
rayon fabric 


Stevenson & Son Ltd., makers of 
Moygashel fabric, are introducing a 
new spun rayon, Miracle Matt, with 
a heavy publicity campaign. 

The campaign will start at the 
end of next week with large spaces 
in national daily newspapers, in- 
cluding a_ half-page in the Dail) 
Express and the Evening News. 
Eleven inch triple spaces have also 
been booked in the provincial press. 
London Press Exchange Ltd. wil! 
handle the campaign. Miracle Matt 
will be advertised as colour fast, 
washable and crease resisting. The 
low price will also be featured. 


Hedley’s offer more houses 


Hedley’s are again offering three 
£4,500 houses in a competition for 
their six products Tide, Oxydol, 
Dreft, Sylvan, Fairy soap, and 
Mirro. 

The prize list also includes 
Coronation seats, 90 television sets, 
600 grocery vouchers worth £5 cach, 
and a year’s supply of Hedley pro- 
ducts. 

The dealer who serves the first 
prize winner will receive £100 and 
there will also be other prizes tor 
dealers 


The competition will be run on 
similar lines to a Hedley competition 
held last year. Competitors will have 
to complete five out of ten sentences 
by adding a Hedley brand name. 
In addition they will have to com- 
plete a sentence beginning: “I use 
Hedley products because .. .” 

The campaign, handled by Young 
& Rubicam Ltd., will use large 
spaces in national newspapers and 
magazines, including a full page in 
the Daily Express. Heavy trade press 
advertising is now appearing, 


Tours move after 20 years 


Dan Dare on the bottle 


Apollinaris Co., Ltd., are launch- 
ing a new soft drink for children— 
Dan Dare—linking up with the 
Hulton Enterprises scheme. It is 
being tested in the Harrow area and 
at Chessington Zoo. Advertising at 
present is confined to point of sale 
material. The bottle, which retails 
at fourpence, has a yellow label 
with a_ picture of the Eazle 
character, Dan Dare. 


Schweplets back 


To herald” re-appearance of 
Schweplets, small-size bottle of 
Schweppes soda water, Clifford 
Bloxham & Partners Ltd. have 
launched a press campaign to extend 
through the early part of April. 
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Two accounts for 
Legget Nicholson 


Legget Nicholson & Partners 
Ltd. take over two major 
accounts on July 1—Chen Yu 
and Sloan's linament. 

Preparations are being made 
for a Chen Yu campaign using 
national women’s magazines and 
national newspapers. 

Details of Sloan's linament 
advertising have yet to be dis- 
cussed 


. . 
Shell oil spring 
campaign 

Mather & Crowther Ltd. have 
just launched the spring campaign 
for Shell X-100 Motor Oil. 

A whole page in the Dail) 
Express was illustrated with silhou- 
ettes of 26 British cars. The copy 
urged owners to. protect them 


against premature old age by using 
Shell X-100. 


Razor’s ‘new look’ 


Media 
Times, 
Express, Daily Mail, Daily Herald, 
Evening News, Evening Standard, 
Observer, Sunday Times, Reader's 
Digest, Financial Times, Caterer and 
Hotel Keeper, Bartender, and 38 
provincial papers. 


Advertising will break on April 27 
used will include The 
Daily Telegraph, Daily Viscount. The schedule 
national daily and Sunday news- 
papers and general interest weekly 
magazines. 

Full page trade press advertising 
started this week. 
tising Ltd. are the agents. 


e AT A GLANCE e 


ACCOUNTS MOVING: 


Polytechnic Touring Association Ltd., to the J. Walter 
Thompson Co., Ltd.; “Financial Times,” to Technical and 
General Advertising Ltd.; T. Linsley & Co., Ltd., wine and 
spirit merchants, of Hull, to Howards Press Advertising Ltd. 

Chen Yu and Sloan’s linament to Legget Nicholson & 
Partners Ltd. 


NEW ACCOUNTS: 


Keith Blackman Ltd., makers of fan engineering equipment 
and industrial gas systems (trade and technical journals), for 
Taylor Advertising Ltd.; Radiol Chemicals Ltd., veterinary 
products, Millett’s Stores Ltd., retail store, and Joseph Hughes 


Ltd., engineers, for S. C. Peacock Ltd. (Liverpool); Greek 
National Tourist Organisation (class magazines) for Havas Ltd. 


NEW CAMPAIGNS: 


Rolls Razor (Dorland Advertising Ltd.), national dailies and 
Sundays, weekly magazines, and trade press; Guasdsmen’s 
wear (Alfred Pemberton Ltd.), national newspapers, trade press 
and display material; Whiteways Devon cyder (Dorland Ad- 
vertising Ltd.), national dailies and Sundays, starting Easter; 
Miracle Matt soun rayon (London Press Exchange Ltd.), 
national dailies, London evenings, provincials and trade press; 
B.B. Chemicals Co., Ltd. (T. B. Browne Ltd.), trade and tech- 
nical press; H.P. Sauce (Mather & Crowther Ltd.), national 
newspapers, magazines, and posters: Grape-Nuts (Young & 
Rubicam Ltd.), large spaces in national dailies and trade press; 
Smeat luncheon meat (Wilcox & Co., Ltd.), meat and grocery 
trade press 

Shell X100 motor oil (Mather & Crowther Ltd.) large spaces 
in national daily and Sunday newspapers, London evenings, 
motoring press and Radio Times; Nivea Sunfilta (Greenwood 
Advertising Ltd.) national and trade press and colour filmlet; 
Thomas Hedley (Young & Rubicam Ltd.) large spaces in 
national newspapers, magazines and trade press; Schweplets 
(Clifford Bloxham & Partners Ltd.) national dailies and 
Sundays, provincials, and trade press; Simolex cookers (Stuart 
Advertising Agency Ltd.) local press in Bucks, Beds and Herts: 
Britvic fruit and tomato juice cocktails (Auger & Turner Ltd.) 
national dailies and Sundays, London evenings, class and weekly 
magazines; Army and Navy Stores (Stuart Advertising Agency 
Ltd.) national magazines 


for a new Rolls Razor—the New 
includes 


Dorland Adver- 
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John Haddon & Co. Ltd. and produced 


‘THE REAL THING’ for Capstan Cigarettes 


With the FIRST EVER 
Three-Dimensional Ad. Film...) 


The Cinema, 25.2.53 


Made in record time, this three-dimen- 


, , ‘ Phesum 
sional two-minute film is ready for release niettte Public 


at the Premiere of “BWANA DEVIL’ 
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THEATRE PUBLICITY LTD - Leading Screen Advertising 


A COMPANY WITHIN THE J, ARTHUR RANK ORGANISATION 


HEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) %& SALES & PRODUCTION: FILM HOUSE, WAR OOUR STREET, LONDON wi! (GER. 9292) 
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CLASSIFIED ADVERTISEMENTS 


Well-known expanding London 
Studio require first class 


Retouching 
Artists 


(black and white and colour) 
also 
Lettering and 
General Artist 


Box 4168 
Advertiser's Weekly 180 Fieet 61 EC4 


AGENCY TRAINED GENERAL 
ARTIST. Progressive position to right 
man, for medium sized Age Writ 
stating ame experieme and salary te 
quired to 
Box 4220 Ad, Weekly 180 I 1s bC4 


CREATIVE LAYOUT MAN with know! 
edge of typography and a REALLY 
GOOD FINISHED LETTERING ART 
IST with some genera!) drawing ability 
required by expanding London Studio 
Box 4147 Ad. Weekly 180 Fleet St EC4 


REQUIRED by) wel-known Outdoor 


Advertising Organisation, an Assistant 
Manauer thorough y onversant) with 
the Trade and having held a similar 
position preferred Writ stating 
qualifications and salary required 
Box 415K Ad. Weekly 10 Ficet St EC4 
LIVE SPACE SALESMEN who can bring 
results are required for established pub 
lications Payment by good commis 
sion Applicants mus; have had ex 
perience in monthly trade or similar 
Journal and/or Year Book, preferably 
both Representatives required for 


London, Yorkshire and Lancashire 
Box 4163 Ad) Weekly Ls0 Fic 


A REPRESENTATIVE REQUIRED with 


sound knowledge of negot ating promi 


nent sites for a well-known Ghutdoor 
Advertising Company, Good salary. ex 
penses and commission for tl eight 
man Write, stating qualifications 

Box 4157 Ad. Weekly 1k0 Fleet St EC4 


' 


RATES: APPOINTMENTS VACANT, 3s. 64. per 
APPOINTMENTS WANTED, 3s. per tine, 


line, 408. per display panel inch. 
35s. per display panel inch. All other 


classifications, 4s. per line, 45s. per —, ~ inch. Minimum, 3 limes. Box No. 


charge, one ‘line pire 9d. covering 


posta ete. 
advertisements under seven insertions MU ST BE PREPAID. 
London, E.C.4. 


Weekly,”’ 180 Fleet Street, 


Series rates On application: all 
Address ‘Advertiser's 
CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of a | answering these advertisements must 


be made through a Local Office of the Ministry of 


Labour or a Scheduled Employment 


Agency if the applicant Is @ man aged 18-64 inciusi ed 1859 
4 2 A ve of a woman ag inclusive 


oa mc, oF 


from the provisions of the 


Notification of Vacancies Order 1952.” 


| 
| 


| 
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APPOINTMENTS VACANT 


ARTIST. Lettering artist for London 
studio must be first class man for Re- 
production work Write fully giving 
age, experience and salary required to 
Box 4226 Ad. Week 180 Fleet St EC4 

YOUNG SILK SCREEN ARTIST re- 


quired for work on glass and perspex 
signs Able to see job right through 
from art work to finished product 
Hervey & Goodman Ltd., 93/7 Regent 
Strect, W.1 MAYfair 9901 

ARTIST. First class |ayout and finished 
artist, required by smal! progressive 
studio Write stating experience, age 
and salary required to 
Box 4145 Ad. Weekly 180 Fleet St EC4 


SOUTH 
AFRICA... 


First class 
CREATIVE IDEAS 
man (single) able to do 
contacting at high level, 
required for Johannes- 
burg branch of well 
known London Agency. 
Write giving fullest de- 
tails to 


Box 4250 
Advertiser's Weekly 180 Fleet 6t EC4 


A GOOD ALL-ROUNDER required to 


handic, through all stages, advertising 
and print production for fast-growing 
agency a Berkshire Full details, 
please 


Box 4223 "ad Weekly 180 Fleet St BC4 


Qualifications 


Salary 


regard this as a “key” 


the right man, i 


Application 


we 


In writing, 


LAMBE & ROBINSON 


have a vacancy for a 


MEDIA PLANNER 


(1) Experience in planning six figure national 
campaigns, 
(2) Appreciation of the relative merits of press, 


posters, films, radio, ete. 
(3) Ability to present a recommended plan both 
verbally and in writing 


Must depend upon ability 
job and are prepared to pay 
find him, 


in the first place, 
business autobiography to 


The Media Director 
Lambe & Robinson Ltd., 
169 Regent Street, W.! 


and experience, We 


all he ts worth. 


Send a brief 


please. 


The 


execulive experience. 


siderable flow of detail. 


WADDICORS 
NEED AN EXECUTIVE 
AS ASSISTANT TO A DIRECTOR 


position calls for somebody 
In addition to the usual qualifica- 
tions, applicants should have a knowledge of all forms 
of publicity and be able to cope smoothly with 
Please write in confidence to 
The Staff Manager 


T. B. Waddicor & Partners Ltd. 
38 Park Street, W.! 


with previous agency 


con- 


SPACE 


SALESMAN. 
Southern Counties local media, good 
opportunity for the might man Apply 
Box 4234 Ad) Weekly 180 Ficet St BC4 


Experienced 


ARTIST 
DESIGNER 


Required by leading trans- 
parent and flexible packaging 
producers in Manchester. This 
position offers a wide and in- 
teresting scope. Applicants 
should state age, experience 
and salary required. 


Box 4245 
Advertiser's Weekly 180 Fieet 8t EC4 


AN OPENING 


STRIP SERIAL ARTIST required 


ESTIMATOR 


OCCURS for a suitably 
qualified person as Editor of established 
ouse Journal of Engincering Concern 
with Headquarters in London and 
Works in various parts of the British 
Applicants should be yours, en 
thusiastic, energetic, willing to travel 
and with experience in journalism 
Applications in full detail stating salary 
required should be addressed to 
Box 4234 Ad. Weekly 180 Ficet St C4 
AGENT WANTED for well-established 
religious penodical. Large circulation, 
good opportunity for hive agency 
Box 4215 Ad. Weekly 180 Ficet St EC4 


ADVERTISEMENT SPACE SALESMEN 


required for established media—al! 
parts of Great Britain Experience 
essential Salary plus commission, 
bonuses and expenses. Phone AMB 
1491 or write Pullman Press, 97/99 
Praed Street. 2 
ARTISTS required for figure work and 
general pictorial subjects in colour 


Commercial experience necessary. Per- 
manent position Hours 9-5.30 pm 
Pension Scheme. Call with specimens 


Studio Manager, Theatre Publicity Ltd 
343 Finchley Road, Hampstead, N.W.3 


(Opposite Central Library.) 
AN UNIQUE OPPORTUNITY occurs 
in one of London's leading commercial 


studios for an allound still life and 
catalogue artist who has had first class 
experience The remuneration is high 
the job permanent, five-day weck under 
ideal conditions, two weeks holiday with 
pay this summer Write in confidence 
full particulars and salary wanted. to 
Box 4194 Ad. Weekly 180 Fleet St EC4 
Good 
terms offered to experienced man 
‘Phone Mr. Gilbert, CENtral 2814 
liaison man required for 
Exhibition and Display Company (Lon- 
don) Only first class applicants con- 
sidered. If you do not know your job 
do not waste both your time and ours 
Write in first instance, = fullest par- 
ticulars and salary require 

Box 4111 Ad. Weekly 180 Fleet St EC4 


—_ ERTISING ASSISTANT required in 


ondon Office of Engineering Products’ 
caaataama Progressive position for 
young man (carly 20's) with some ex- 
perience in creative AND production 


sides of Press advertising and print 
and with organising ability. Apply with 
full particulars, including age and an 


indicgatix m of salary 


required, to 
Box 4272 


Ad. Weekly 180 Fleet St BC4 


ARMSTRONG-WARDEN LTD. 


require a good young Production Man, 


competent to work independently yet 
as part of a team Write giving 
details of experience and salary 


required, to 
ARMSTRONG-WARDEN LTD. 
69 New Oxford Street, W.C.!I 


PRODUCTION. Interesting openings for 
one or possibly two experienced agency 
men. Must have good knowledge of pro- 


cess work and agency routine. Suitable 
applicant may be offered opportunity 
later of taking charge of production 
depart me — Write stating age, experi- 
ence, sa! + etc 


. to 
Box 4254. Ad Weekly 180 Ficet St EC4 


ART IN MARKETING LTD. 


require the immediate 
service of 


LETTERING AND 
SCRAPERBOARD 
ARTISTS 


Only tip-top men 
invited to apply. 


are 


Pleasant conditions 
5-day week. 


102-105 Shoe Lane, 
Central 2526-7-8 


E.C.4. 


bag ALIFIED ADVERTISEMENT SPACE 
ALESMA N 


required ust also by¢ 
pon os of booking media in Midlands 


"Phone your Classifieds to CHA 8844 (Ex 25) 


Southern England and have personality 
and determ nation to overcome present 
day difficulties, Car an asset. Refer- 
ences essential. High rate of remunera 
thon Fullest particulars by letter 
Maurice Linton Publications, 104 Wat- 
ling Avenue, Edgware. Mill Hill S014 
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‘CLASSIFIED ADVERTISEMENTS 


FIRST CLASS 
ARTIST 


with 


creative ability, sound = typo 

graphical knowle and experienc 

of technical and general accounts 
Exce!lent pr rec ts 


ADVERTISING LTD. 
141 New Bond Street, W.1 


A.T.A. 


PRODL naan. Due to expansion we 
quire further production men 
Ihey s sald have sound knowledge of 
Iypetaces and biockmaking and be cap 
abl ! handling Technica Accounts 
The p ton will carry a good salary 
ind ap ants wud write in first in 
sta oe naz ar Previgus ecaApericnc 
ind salary expected to 
Box 4173 Ad) Weckly 180 Ficet St EC4 
TECHNICAL PUBLISHING HOUSE re 
quire xperionced and capable adver 
tisement representative to develop Com 
pan interests in the M dlands Must 
resid r be prepared to reside, in B 
mingham area Guaranced minimum 
femuncralon at th rate of £1,000 a 
ar with every prospect of increased 
wnin Present staff know of this 
ICA 
Box 4 Ad) Weekly 180 Fleet St EC4 


Applications are invited 
for the position of 


Advertisement 
Manager 


of 


““ THE 
OUTFITTER ” 


Previous experience and 
good sales record essential. 
All letters will be acknowl- 


edged and treated in strictest 
confidence. Write in first in- 
stance to 


Managing Director, The 
Outfitter (London) Ltd. 
139, 143 Oxford Street, W.1 


YOUNG general artist / designer for 
Publicity Studio Sound knowledec 
t vVrp-araphy (particularly q k and 
accurate ast-oft) alse f print pro 
Me and = drawing for reproduction 
Detail f age, Salary, experience and 
training N specimens please unts 
nierview fixed. Ce perative Art Ser 
vice, Ltd 6a Smith Street, Chelsea 
Sw 3 
nnn ASEVe. for photo stud 
oung man must be expericnced. Write 
Ser Lisa, 1% Grape Strect. W(¢ 


POSTER ADVERTISING 
SITE GETTER 


for BIRMINGHAM AREA 
REQUIRED. ONLY EX- 
PERIENCED MEN NEED 
APPLY. WRITE GIVING 
AGE, EXPERIENCE AND 
SALARY REQUIRED, TO 


Box 4249 
Advertiser's Weekly 180 Fleet St EC@ 


my ng oy bp AGER of lcading 
Fountain mpany requires mal 
Office Man r, « ponsible to 
print n sta ’ t om 
record and accounts Pr is all 
round xper ‘ i age aroun 
3s Sur t em Sala 
£450 « h ] 4 jing ’ i i 
tres ADI with detaiis of expericnee 
age, ct te 
Box 4230 Ad. Weekly 180 Ficet St EC4 


KESY LONDON STUDIO have vacancy 


in confidence to salary required, to 


. +“ good all-round general retoucher 
. , APPOINTMEN VACA 1a brush artist. top wages, five 
‘vy week, two wecks holiday with pay 
* summer Full particulars with 
tary to 
x 4198 Ad. Weekly 180 Pileet St bC4 
1Hk ECONOMIST requires Advert 
nem Representative who hws had cx 
Iwo portunities occur in a Northern Agency specialising in nence on a paper of similar stand 
“ ae 345/45 Permanency Re 
ndustr scoounts Both are new key positions and offer unusual ineration from £1,000 a year Appi 
mise of rapid advancement “ions by letter only to the kant 
Managers, The Eoonomist, 22 Ryder 
(1) Contact Man, 25-35, an all-rounder who can follow up and treet, cap: ‘av at _ 
NP . ¥ SE 4 
imbvalc account possibilities and turn them into business This job a An saeeined ye. = tr 
might an agency inside man who feels that he could do better National Account. Write giving full 
fetai | i , 
as a iness getter Or it may be the opportunity a publisher's - — 7S Ay hy a 
representative bas been waiting for to turn over to the agency field Wl 
CTERK TYPIST required tor Adverts 
2) Visualiser with experience in presenting the technical product ox Department of Weekly Protes 
s n st be abl ‘ “nce re nkin sonal Journal, Good education essen 
This man must be able to show evidence of aes creative thinking tial, Superasnuation scheme, cantcen 
ind be capable of producing “above average” work salary accord’ng to age and previous 
experience. Details to 
For borh positions, write fully in confidence to the Managing Director Hox 4228 Ad. Weekly 180 Fleet St bC4 
about i career and state what salary you would require 
BOX 4261 ADVERTISER'S WEEKLY  - 180 FLEET STREET, €.¢.4 Junior 
. . 
PUBLICITY MANAGER required for » LAYOUT MAN to take charge of Cata required by 
medium = siz manufacturing Company logue compilation for large mail order 
in London area dealing with building fashion house Some copy writing an 
and allied materials, to take complete advantage. Salary £450-1600. Particu London Agency 
charge of pu ity and printing in lats to " ] 
uding _ Mats i) and trade press ad Box 4232 Ad. Weekly 180 Fleet St EC 4 | Capable of producing finished 
verusing exhibitions, direct mail and HARDWARE PUBLICATIONS LID., 
tectimical publicity Esse ntial ona ifca- Dublin, will be secking a space sacs. | | Troughs. Knowledge of copy- 
tion at =. write § ,006 Brit man or agent to work Birmingham and | 
Apply full details of age, €x Seat dk aa whe eee ene writing an advantage. Five-day 
perience and salary required to nections with manufacturers and agent Wri 
; = a and 4 week, rite age, experience 
Box 4231 Ad) Weekly 180 Fleet St EC4 will get satisfactory remuneration 5 ge. P ¥ 
Apply by lester to J. G McCaul etc., to Studio Manager, 
Managing Director, 7-8 Bachelor's | 
Walk, Dublin | Box 427! 
LANCS & YORKS. Opportumity fo 
HADDONS Space salesman of the hmwhest, mivegiits | | A@VOFtisers Weekly 180 Fleet 8 EC4 
and proved record to join a highly pro | 
gressive tecnnical ournal = publ shing PRODUCTION biest class man fe 
house covering the chemical and ene | quired by medium sized Fleet Street 
are looking for a necring fields. Remuneration by salary Agency Able to use own initiative 
pn Be pen and expemes Write, ful» Write stating age experience and 
anc 


VISUALISER 


to work on National accounts, 
experienced enough to know 
good design when he sees it, 
and original enough to pro- 


duce something even better. 


For an appointment, please phone 


the Secretary, 


CENtral 8156 


wr SPATC " CLERK $reauired by Pro 
cess ravers © take charge f 
department Experience of block 
making ial S-day week Pro 
MIessiy mt tunity fog or e€ person 
Art Reproduction Company, CIT. 7178 


SENIOR 
ASSISTANT 


required by nationally-known Manu- 


facturing Company to assume respon 
sibility f fitting and production of 
quarterly Dealer organ and = other 
duties f nilar nature in co«pcra 
tion with Sa Department App 
cant pref yim vw 3 should 
have iad perience in journalism 
syout and « creation of sales pro 
mo ’ ' ll as know'edge of 
ty pour J rep Juction detatis 
Apr iting detail { experience 


slary required, to 


Box 4216 
Advertiser's Weekly 180 Fleet St EC4@ 


et gr tp SPACE SALESMAN re 
1 y ke = ma 

nm 

18) Fleet se bC4 


Box “2a Ad Weekly 


Box 4224 Ad. Weekly 180 Fleet St C4 Box 4221 Ad, Weekly 180 Fleet St bC4 


| 
| 
| 
| 
| 
} 
i 


Experienced 
ALL-ROUND 


ARTIST 


for South Africa 


We want an agency or studio trained artist for our rapidly 
expanding Johannesburg branch. He must be able to produce 
good layouts and finished artwork, including figure work. If 
you have the drive, talent and experience of the genuine all- 
rounder we would like to hear from you. 

We'd like a letter giving details of your present and past 
experiences, present salary. 
strict confidence. 
instance. 


These details will be treated in 
Do NOT send specimens in the first 


Write, Art Director 


HEDLEY, BYRNE & CO. LTD. 
140 PARK LANE, LONDON, w.! 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


COPYWRITER 
VISUALISER WANTED 


Cooks are looking for 4 young copy- 
writer interested in way« The right 
man would have three t four years’ 


Sttuations Vacant: 

be made through a 

Agency if the caoitcens & 
he oF 


a man aged 18-64 
she, of the 


582 


CLASSIFIED ADVERTISEMENTS 


4 engagement of persons answering these advertisements must 
Local Office of the Ministry of Labour or a Scheduled Employment 


faciasive of a woman aged 18-59 inclusive 


experience and be able to produce 
ideas and penci! visuals for press 


from the provisions of the 


Notification of Vacancies Order 1952.” 


advertise nents, tolders and bookicts 

The position offers excepuonal in 

terest, variety and scope Apply by 

letter marked “Personal” tw Publi- 

city Manager, with details of salary 
required 


THOS. COOK & SON LTD. 
Berkeley St. London, W.! 


undertake 


JOURNALIST required to 
editorship of House Journa| for large 
Engineering Company in 5.-. London 
Part4ime appointment. Might suit sem 
rewred man. Piease rep y ; 
Hox 4112 Ad, Weekly 180 Ficet St EC4 

WANTED GOOD JUNIOR ARTIST for 
general commercial work in Art Studio 
of well known Advertising Agency 
Must be capable of doing 4 Certain 
amount of finished artwork. Apply in 
— wiving details of cxperience, 

’” 
fox 4273 Ad. Weekly 180 Ficet St EC4 

ASSISTANT to Studio Manager required 
by West End Agency Experience in 
handling artwork, ctc., essential. Tele 
phone Studio Manager at GRO 7511 

ADVERTISING EXECUTIVE, aged 30- 
45. Exceptional appointment. First-class 
space salesman required: preferably one 
with ideas who is a self-starter The 
right man will be paid a progressive 
fourdigure salary and will be in a key 
position working immediate'y under 
the Advertisement Director Applica- 
tions will be treated as strictly con- 
fidential 


months’ U.K. 


EXPORT 


KENYA ADVERTISING CORPORATION LTD. 
invite applications for the position of ARTIST/ 
COPYWRITER in their Nairobi office. 
terms include: minimum 3 years’ 
leave on full pay; 
passage paid. Applicants should write in the first 
instance, giving full details of personal background, 
age, qualifications and salary required to: 
ADVERTISING 
22 Old Bond Street, 


Contract 
service with 4 


first class return 


SERVICE LTD., 


London, W.1. 


Box 4262 Ad. Weekly 180 Fiect St BC4 


INFORMATION (Media and Marketing) 
DEPARTMENT Assistant (male or 


SHORTHAND-TYPIST required imme- 
diately fog publicity Organisation near 
Fleet Street. Intelligent, good appear- 


female) required for information depart- 
mem of large advertising 
West End. Must be good 
Som: typing Library or 
perience an advantage Wr 

Box 4218 Ad. Weekly 180 FT lest St EC4 


ADVERTISEMENT SPACE SALESMAN 
required for locally sponsored publica- 
tions. Must be fully experienced and 
completely mobile This position 
which is unique, offers an outstanding 
opportunity to the man who can really 
sell local advertising. Write fully, 
Box 4213 Ad. Weekly 180 Flee: St BC4 


— ex- 


ance, preferably tnder 30 with adver- 
tising office experience. Interesting, re- 
sponsible and varicd work with a happy 
but busy team of both sexes. State 
salary required, etc., to 


Box 4219 Ad. Weckly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE 


required in East Anglian and Lincoln- 
shire for well established agricultural 
journal. Would suit experienced man 
accutomed to carning substantial in- 
come On commission and expenses 
basis, Car an advantage 


Box 4266 Ad. Weekly 180 Ficet St EC4 


A job in India for an 
ambitious young 
Artist-Visualiser 


in a leading Bombay Agency where young men of talent 
have exciting Opportunities to take responsibility and 
initiative. You will work on a variety of general and 
technical accounts, requiring some knowledge of typo- 
graphy and printing processes as well as above average 
ability: you may also have to contact clients. 
A 3-year contract will be offered, with 4 months’ home 
leave at the end of it. Salary will depend on age and 
experience, but will in any be comparatively 
generous, If you feel you have the drive and talent to 
make the most of this job, and only if 


creative 


case 


(i) you are now earning at least £500 a year, 

(i) you are a bachelor, 

(iii) you are between 21 and 25 years old. 
and (iv) you have had 2 years’ Agency experience, 
write fully to Box 4094, Advertiser's Weekly, 180 Fleet 
Street, London, E.C.4, but do not send specimens: inter 
views in London will be arranged for selected applicants 


TYPOGRAPHER fully experienced with 
excellent ‘ayout sense. Capable 
producing expert po 
National Press advertising Required 
by leading London Agency. Write stat- 
ing experience and salary required to 
Box 4217 Ad. Weekly 180 Fleet St EC4 


for 


PRODUCTION and 
PROGRESS MANAGER 


required by expanding Comp- 
any specialising in all classes 
of print. Full knowledge of 
printing trade required to- 
gether with ability to place 
work in the best quarters. 
Write stating age, experience 
and salary required, to: 
Box 4248 
Advertiser's Weekly 180 Flee: $1 EC4 


SMEDLEY ADVERTISING SERVICE 
require young man from the Provinces 
to contact existing clients. Progressive 
opportunity. Printing background 
valuable. Write fuil details, 47, Hert- 
ford Sweet, London, Jj. 


es 2 LETTERING AND GENERAL 


TEST required with at least 5 years’ 
Studio experience. 
Ltd., 11 
4673 


FULLY EXPERIENCED PRINT SALES- 
MAN required by London area printing 
group. Outstanding opportunity for the 
right man 
Box 4229 Ad. Weekly 180 Ficet St EC4 


OUTDOOR ADVERTISING 


LEADING LONDON 
AGENCY 


require immediately an experi- 

enced assistant. Knowledge of 

sites in London and Provinces 

an advantage. Full details to: 
Box 4246 

Advertiser's Weekly 180 Fleet 81 EC4 


Apply Abbey Arts 
John Street, W.C.1. Holborn 


ANOTHER LAYOUT MAN wanted in 
busy Agency capable of creating slick 
visuals for presentation to clients 
State experience and salary required 
Box 4057 Ad. Weekly 180 Fleet St BC4 


Marcu 19, 1953 


APPOINTMENTS VACANT 


J. W. ARTISTS LTD. require a repre- 
semative for display and exhibition 
work, Existing contacts with national 
advertisers essential. Salary and com- 
mission. Full details to, I6la Strand, 
W.C.2. 


JUNIOR GENERAL ARTIST required 
by large company for studio in City. 
Interesting post with prospects for gir: 
who w a good letterer and has had 
some studio experience, Write, giving 
age and particulars of experience to 
Box 4222 Ad. Weekly 180 Fleet St EC4 

ALL ROUND ARTIST required, interest- 
ing progressive position, plenty ot 
variety, lettering, retouching, layout. 
etc ARWOOD PRESS (Advertising) 
Lid, 43-49 West Street, Harrow 
Byron 3333 

SPACE REPRESENTATIVE 
Kent, Surrey and Sussex, required by 
publishers of well known serics of 
official guide and hand books. This 
appointment would provide a substan- 
tial income to an experienced man. 
Write to 
Box 4267 Ad. Weekly 180 Fleet St FC4 

AN UNUSUAL OPPORTUNITY for 

Agency (London) visualiser keen to pro- 

gress § interesting account—must have 

teal aptitude to dig out sales facts, 
copywriting ——. Write, giving 
experience, sala 

Box 4058 Ad Weekly, 180 Fleet St EC4 


CREATIVE 
LETTERING 
ARTIST 


Excellent opportunity for 
youngish man in the adver- 
tisement studios of well-known 
publishers of specialised and 
technical journal. Five-day 
week, congenial conditions. 


to cover 


Box 4247 
Advertiser's Weekly 180 Fleet St EC4 


KEEN YOUNG REPORTER wanted for 
East Anglian Weekly. Shorthand, court, 
council, experience essential. 

Box 4263 Ad. Weckly 180 Fieet St EC4 

FREE-LANCE ADVERTISEMENT REP- 
RESENTATIVE requiccd, resident Bir- 
mingham area, by old-established firm 
represeming well-known overseas trade 
and technical journals. Expenses and 
commission 
Box 4255 Ad. Weekly 180 Fleet St EC4 


VERSATILE 
GENERAL 
ARTIST 


required 


Must be a man of proved 
ability, thoroughly experi- 
enced and preferably agency 
trained. Capable of producing 
finished work of a bigh stan- 
dard from rough visuals. Write 
stating experience, age and 
salary required to Art 
Director. 


ARTHUR S. DIXON LIMITED 


Kings Bourne House, 
229-231 High Holborn, W.C.1 


ORDER OFFICE CLERK required. Ex- 
cellent opportunity for man with 
initiative and ability to handle order 
and delivery departments. Progressive 
sition. Apply General Manager, W. 
steel & Co., Robinson Road, London, 
E.2 


ARTIST - required by West Surrey agency 
handling engineering accounts ust 
have experience high standard photo 
retouching and line work. State age, 
Salary and experience 
Box 4165 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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Marcu 19, 1953 


APPOINTMENTS VACANT 


PRODUCTION 
ASSISTANT 


required by leading London 
Agency. Must be fully con- 
versant with agency routine. 
Write giving full details to 


Box 4275 
Advertiser's Weekly 180 Fleet St EC4 


SENIOR REPRESENTATIVE required, 
own car. for establ.shed Commercial 
Art Studio in Central London. Excellent 
terms and prospects for man _ with 
Steady turnover, personal contact with 
manufacturers, etc. For appointment, 
write in confidence, Buchan, 6la Curzon 
Suet, W.1 


COPYWRITER 


required by a London agency, 
whose staff know of this adver- 
tisement. Excellent opportunity 
to join a small but enthusiastic 
creative team. The _ successful 
applicant must have had suffi- 
cient agency experience to know 
that copywriting demands much 
more than the creation of a few 
“clever” headlines and to realise 
that the job is a lot harder than 
it looks. More important than 
wit and invention is the ability 
to write, to develop a sound 
argument. Full particulars of 
age, experience, salary required 
(but no specimens at this stage) 
to: 


Box 4268 
Advertiser's Weekly 180 Fleet 6t EC4 


PRODUCTION ASSISTANT wanted by 
West End Technical Advertising organi- 
sation doing very high quality oolour 
work. Applicants should be in their 
carly twenties, possessing a working 
knowledge of Block ordering, Type- 
setting. Maintenance of Schegules and 
feeding copy to Journals. Production 
intel.igence and a good memory are of 
more importance than agency experi- 


ence, 
Box 4175 Ad. Weekly 180 Fleet St BC4 


COMMERCIAL ARTIST 
required 


The Publicity Department of a4 
‘arge Organisation in Ireland requires 
the services of a competent commer- 
cia] artist, with practical experience 
of general publicity work including 
layout, typography and display d:- 
sign, A sound knowledge of draw- 
ing for reproduction and ability to 
‘Wiginate Lve ideas are casential 
requirements 


The appointment is whole-time and 
pensionable, and is in a salary scale 
ranging between £700 and a presem 
maximum of £1.050. The successful 
candidate would enter at a point 
appropriate to experience and ability, 
and would be subject to a period of 
prot ation. 

Applications, which must be re- 
ceived before April 18, 1953, should 
State age, education, training and ex- 
perience, and include, where possibic 
specimens or photographs of work, 
which wil! be returned in all cases 


Box 425! 
Advertiser's Weekly 180 Fleet $t EC4 


’Phone your Classifieds 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ARTIST-DRAUGHTSMAN, Young man 
who has completed, or is exempt from, 
National Service, and has had some 
commercial experience, required for 
motor trade journal. 

Box 4274 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


MANUSCRIPTS and 
Quickly executed at hom 
Box 4264 Ad. Weekly 180 Fleet St BCS 

STUDENT. Virie mind. able to visualise; 
knowledge layout; high quality copy- 
writing; wishes to pin Agency to 
develop strong creative aptitude. Op- 
portunity more importam than salary. 
Box 4084 Ad. Weekly 180 Fleet St BC4 


SPACE IN BIRMINGHAM ? 


Agency Senior Executive, over 7 years 
experience now wishes to represent a 
first class Technical Journal or Quality 
Magazine in Midland area. Aged 31, of 
g00d standing. Public school. Earning 
potential must be high. 


Box 4262 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND-IYPLSIS, Private Secre- 
taries, Cierks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Sueet, W.C.2. 
(WHlitehal| 5924). We specialise in 
efficient personnel. 

PRINT. Typographical specialist, creative 
senior man with varied design and 
production experience with leading 
London Agencies, Publishers, Printers, 
secks fesponsible executive opening. 
Might consider freelance or part-time. 
Write 
Box 4149 Ad. Weekly 180 Fleet St EC4 

AGENCY TRAINED print buyer (6) 
with copy .ayout expenence, welcomes 
opportunity as Assistant Advertising 
Manager. All replics answered. 

Box 4257 Ad. Weekly 180 Fleet St EC4 

CREATIVE LAYOUT ARTIST  sccks 
post London area. Four years’ agency 
experience, typography. lettering and 


figure work 
Weekly 180 Fleet St BC4 


Box 4235 Ad 


per annum at 25! 


Initiative, ability and a capability for 
hard work brings me this salary as 
Advertising Manager to important 
Manufacturing Company. 


inc _— typing 


Position, however, offers no pros- 
pects of further advancement, 


An industrial firm at home or 
abroad looking for an ex-officer, 
Public school man for publicity or 
other departments should write to 
Box 4270 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION, space schedules, records, 
type mark-ups Keen adaptable and 
hardworking young man 25, gets on 
with the job. 24 years Publicity De- 
partment experience, secks similar posi- 
tion or agency opportunity. Salary 
range 1450/4550 
Box 4236 Ad. Weckly 180 Fleet St BC4 

ACCOUNT EXECUTIVE Assistant for 
2) years in London Agency-—-teady to 
step forward, 

Box 4238 Ad. Weekly 180 Fieet St EC4 

CAPABLE YOUNG designer with five 
years’ cxhibition experience secks job 
with scope, sound working drawings, 
models, lettering, cto. Good references 
Box 4182 Ad. Weekly 180 Fleer St EC 4 

ARTIST—-Young woman, 5 years’ studio 
experience, good icticring, figure, secks 
change 
Box 4210 Ad. Weekly 180 Fleet St BC4 

YOUNG INDIAN Advertising Executive 
desires position at Cakutta, Thorough 
knowledge of Indian and Pakistan mar- 
kets and languages. At present in Lon- 
don Willing to ~~ training be- 
fore leaving fog Ind 
Box 4237 Ad Weenh y 180 Fleet St EC4 


SILK SCREEN PRINTING. Stencils of 
all descriptions prepared at short notice. 
Whiteway, 59 Crouch Hall Road, N.8. 


FREE LANCE SERVICES 


FIRST CLASS 
OPPORTUNITY 


fora 


FREELANCE 


(Visualiser- 
Typographer) 


Specialist publicity and publishing 
Organisation offers working arrange 
ment to suilable artist. 

Fieey Surcet olfice and services at very 
moderate rental, covered by guaran 
teed work, Apart from the opportu 
nity to develop his own connections 
further work from us will also be 
availabie in considerable quamtity and 
more or less “on tap. 

Ibe work iwelf is varied and interest 
ing, consisting partly of CREATIVE 
DESIG N—bdooklets Ulustrations, 
press advertisements, parly of PLAN 
NING AND TYPOGRAPHY ol 
anes literature, magazine features, 


experience in use of type 
and planning of print are essentia 
Particularly sudtable therefore tor 
someone who has worked in an 
Advertising Agency, or Art Depari- 
ment of printer or publishing house 
Or perhaps for someone still doing 
so, but secking more scope. 
This is an enthusiastic and expanding 
team. The proposed arrangemen' 
could well become a permanency, i! 
desired. Suitable artists are invited 
to come and discuss the possibilitics, 
in confidence. 
Write—with details of experience—to 


arrange an appointmen 


Box 4153 
Advertiser's Weekly 186 Fleet 6t EC4 


A well laid out 

PRINTING PLANT 
near London with excellen, machines, 
working for National Advertisers on 
colour folders, booklets, showcards, 
calendars. The complcte business 
including machines, stock, goodwill 
£5,500. An exceptional opportunity 
for an advertising agency wishing to 

develop. Principals only 

Box 4 


Advertiser's Weekly 180 Fieet St EC4 


SKEICHES & SUGGESTIONS required 
for Greeting Cards, modern in appear- 
ance and exclusive im conception. 
Lithographic process will be used 
WALSALL LITHOGRAPHIC CU, 
LID., Midiand Road, Walsall. 

FREELANCE colour and halftone te 
toucher wants one good client. High 
standard Good scrvice. 

Box 4239 Ad. Weekly 180 Fleet St bC4 

FREELANCE COMMERCIAL ARTISTS 
should contact up-and<coming Agcnts 
for regular commissions, lettering 
figure, technical, scraper-board and 
specialised work. Write for appo.ni- 
mem with specimens 
Box 4240 Ad. Weekly 180 Fleet St BC4 

LUCRATIVE OPPORTUNITY for free 
lance subscription canvasser to repre 
sent two additional old-established 
leading trade jouraals London and 
Provincial group areas 
Box 4256 Ad eckly 180 Fleet St BC4 

ARTIST. Fully experienced lettering, lay- 
out, design, oolour, black anc white 
drawings, secks extra work, 

Box 4258 Ad. Weekly 180 Fleet St EC4 


ACCOMMODATION 


2ND FLOOR wo ict. 300 sq. ft good 
see 2, Wine Office Court, BC4. CEN 

CENTRAL STUDIO accommodation tor 
one of two outstanding artists on 
mutua! terms subject to arrangement. 
One good all-rounder and a specialist 
preferred 
Box 4242 Ad. Weekly 180 Flect St BC4 


BUSINESS.OPPORTUNITIES 


ADVERTISEMENT CONTRACTORS be- 
ing made Limited Company offers 
Directorships to two or three expert 
space salesmen, Must be prepared to 
invest capital in shares. 

Box 4241 Ad. Weekly 180 Fleet St BC4 

AN ESTABLISHED LONDON PUB- 
LISHING HOUSE with Circulation 
Representation in all parts of the 
United Kingdom, have own vehicles, 
and staff of fully experienced men, 
wishes to Publishing houses 
who desire Promote their saics 
Reasonable fees charged. Full distribu- 
tion service would be considered 
Box 4259 Ad. Weckly 180 Fleet St EC4 

PRINTING firms in provinces who wish 
to be represented in London by capable 
man with a number of valuabic con- 
tacts and own office should write imme- 
diately to 
Box 4243 Ad. Weekly 180 Fleet St EC4 


STUDIO required to cooperate with 
manufacturer's studio in originating 
first-class ideas for constructional cut- 
out and showcards 
Box 4260 Ad. Weckly 180 Fleet St BC4 


% COMMISSION 


will be paid promptly for the intro- 
duction of new business —and on 
subsequent orders-—by a well- 
established London commercial 
photographer. Write 


Box 4169 
Advertiser's Weekly 180 Fleet 81 EC4 


PHOTOGRAPHIC ENLARGEMENTS. 
Specialist Company, equipped tor large 
male production offers eeasews Coo 
tract Rates to large user 
Box 4176 Ad. Weekly 180° Fleet St BC4 


SHOW, CARDS, CUT-OUTS 
ADVERTISING. FOLDERS 


by photo-litho or letterpress (own 
Pholo-litho process plant.) 
CARILLON PRESS LTD. 
Colour Printers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Ficet &., E.C.4 
Phone: CkNtral 1740 


TENDERS 


POSTER SITES 
The Cleansing Committee of the 
Manchester Corporation invite Offers from 
Bill Posting Companies OR AGENTS tor 
the lease of the two undermentioned 
Poster Advertising Stations which are at 
present cleag of boards: 

Space for 24 advertisemem boards on 
boundary wall of the Clcansing 
Depot, Water Steet and Regent 
Road, Manchester, 3 

Space for 19 or a boards on 
boundary wall of the Cleansing 
Depot, 221-229 Oldham Road, Man- 
chester, 10 

Particulars, Plans, and Form of Tender 

obtainable from the Director of Public 
Cleansing, Town Hall, Manchester, 2. 
lenders to be received at such address 
not later than 10 am. on April 9, 1953. 
The Corporation do not bind themselves 

to accept the highest or any offer. 
PHILIP B. DINGLE, 

Town Clerk. 


Town Hail, 
Manchester, 2. 


MISCELLANEOUS © 


DEBTS collected throughow Britain. No 
| commiasion:—Brilegal (He 
1919), 80 Leeds R 


Bradford. 


SALES AND WANTS 


FOR SALE. London firm of display 
and Screen Printing, soundly estab- 
lished, reasonable price for quick sale 
Box 4265 Ad. Weckly 180 Fleet St BC4 


PRINTERS 


PRINTING COMMISSION You can 
earn a reguiar and profitable agent's 
commission for all printing orders you 
assist us to obtain from reputable Ad- 
vertising Agents and Industrial Organi- 
sations. Every assistance given. Write 
call og telephone the Managing Direc- 
tor, G. F. Tomkin Lwd., odern and 
reliable printers, a tr — Green 

oad, London El Telephone 

LEYtonstone 7396/1164 / 1165, 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
a setting, high-speed automatics. 
eful supervision. Ask for prices, 


SUTTONS Printers 
Paignton Tel. 5542 


to CHA 8844 (Ex 25) 


Pr iii Pt 
BB business opontunitits 7 
a a § 
a ee , 
a a — —————— 
—| = | F 
pe a oe : 
Pe _ 7 
_ — | 
——_— | 
£950 
Po 7 
Po a 4 
a =o 4 

L ___ 

a q 
FREE LANCE SERVICES - 
PO el a an 
- 
ee : 
Ri oo, ee i ae | 


ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


THURSDAY, Marcu 19, 1953 


S. a copy 
52/6 a year 
Post _ free 


55/- (overseas) 


OOK PRODUCTION in 1952 broke all previous records. 
Publishers in the British Isles produced 18,741 titles, 
of which 5,428 were reprints or new editions. 


* * * 


Every important new book among these 18,741, whether 
a work of biography or economics, whether concerned 
with international affairs or nuclear physics, whether 
fiction or philosophy, was reviewed in The Times Literary 
Supplement. No book reviews command wider respect. 


* *x * 


The Times Literary Supplement is read by a large public 
of cultivated mind and taste at home and oversea. To 
those men and women who take an intelligent interest 
in contemporary thought and literature it is indeed 
indispensable. 


Literary Supplement 
Every Friday Price 6d. 


THE times Daily Price 4d. 
THE TIMES EDUCATIONAL SUPPLEMENT Every Friday Price 4d. 
THE TIMES WEEKLY REVIEW Every Thursday Price 6d. 
THE TIMES REVIEW OF INDUSTRY First Wednesday of Every Month Price 1s. 
THE TIMES BRITISH COLONIES REVIEW Quarterly Price 6d. 


THE TIMES SCIENCE REVIEW Quarterly Price 6d. 
THE TIMES AGRICULTURE REVIEW Quarterly Price 6d. 


ROME 8 KERACARE ER O 


| STOP PRESS 


TRAFALGAR SQ. 
SIGNS INQUIRY 


(Continued from page 533) 


from Admiralty Arch to prove to 
Ald. Russell that his client’s sign 
could not be seen from the Mall. 

Giving views of the London 
Society, Lord Mottistone, chairman, 
executive committee, said: “I con- 
sider that Trafalgar Square is 
national memorial and that secular 
interests such as large advertise- 
ments are out of place there.” 

Humphrey Baker, chairman, 
Society for Prevention of Disfigure- 
ment in Town & Country, said he 
agreed removal of advertisements 
would entail financial loss to adver- 
tisers and loss in rateable value. He 
said City Council had doubtless 
considered this aspect in coming to 
its decision. 

(Proceeding) 


LAUNDERERS MAY SPEND 
£60,000 


Laundry industry publicity scheme 
announced by T. D. Reeve, chair- 
man, Institution of British Laund- 
erers publicity committee, — 
a nation-wide campaign costing 
£50,000 to £60,000 a year. If most 
laundries co-operated it would cost 
them only 1/10th of one per cent 
of turnover. Laundry doing £500 a 
week would contribute 10s. a week. 
Portfolio illustrating complete cam- 
paign, prepared at cost of £1,000, to 
be circulated to launderers. 


F.C.B. TO HANDLE 
COLGATE PRODUCTS 


Foote, Cone & Belding Ltd. 

o handle large section "aa 
Colgate-Palmolive-Peet advertising. 
Products are Colgate Shaving 
Cream, Colgate Brushless Shaving 
Cream, Colgate Shaving Stick, 
Palmolive Powder Shampoo. They 
have also been appointed to launch 
new product still on “secret list.” 


H. Benoit has, on medical advice, 
resigned from board of Birmingham 
Gazette & Despatch Ltd. and from 
his editorial positions with com- 
pany. 


Family-size pack of Vide to be 
marketed at 3s. 9d. in Greater 
London and other limited areas. 

Aldwych Club has secured, sub- 
ject to contract, 7-year extension to 
lease on Exeter Street promises. 


Rootes launching, new export 
model—Sunbeam Alpine. Advertis- 
ing starts next Tuesday in U.S. 


“The Magistrate” to take ads. for 
first time. £15 a page. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fieet Street, London, E.C.4. (Phone: Chancery 8844.) 
March 1953. Printed in England by Staples Printers Limiced at their Great Titchfield Pewee London, establishment. 
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